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Here is a conclusivé combination of two significant things: (1) a map showing ieee 


Charleston, 
our important and prosperous Industrial Heart of America — five states with West Virginia ate aptiant 


: . ° ) h Radi 
a built-in buying power that totals close to four billion dollars — and oe? pte ena 


Mazimum Power Stations WSAZ, 
(2) the mastheads of over 30 daily newspapers which always carry WSAZ-TV’s NBC BASIC NETWORK Huntington & 
program logs. They do this because their readers want to know what WSAZ-TV ABC & De Mont pte po oat 
is bringing them every day throughout this whole 125-mile sweep. You can’t Vice President and 
/ | beat the barometer of public demand! General Manager, 


WSAZ, Inc. 
Nor can you beat the selling influence of WSAZ-TV in about half a million represented 


TV homes. Words are fine — but solid proof is better. The nearest wantonly 


Katz office has lots of the latter. i omnes 
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WHO-TV 
WHo-Ty, 
OwHo -TV © 
(WHO-TV 
WHO-TV 
HO-TV 
Today, we estimate that WHO-TV has coverage HO-TV 
of a minimum of 302,000 sets in Central Iowa — WHO -TV 
owned by 566,300 city people, 545,100 rural people. WHO-TV 
WHO-TV’s Audience is getting bigger and bigger. WHO-TV 
Free & Peters have latest facts. WHO-TV 
@AWHO-TV 
WHO-TV 


WHO-TV 


Channel 13 - Des Moines + NBC 


Col. B. J. Palmer, President 

P. A. Loyet, Resident Manager 
Free & Peters, Inc. 
National Representatives 


TELEVISION AGE is published monthly by the Television Editorial Corp. Editorial, advertising and circulation offices: 444 Madison Ave. 
New York 22, N. Y. Plaza 1-1122. Printing Office; 307-11 Main Street, Kutztown, Pa. Single copy: 50 cents. Yearly subscription in the 
U. S. and possessions: $6; in Canada: $7; elsewhere: $8. Vol. II, No. 9. Acceptance under Section 34.64 P. L. & R. authorized. 











































Getting bigger 
. and BIGGER! 





Bac in March, 1954, when the Iowa Radio-Television 
Audience Survey was taken, 56.9% of all homes in 
this State had television sets — one-fourth of which 


had been purchased less than six months previously. 
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RCA 50-KW Transmitter 
Designed for full output on COLOR 
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KAKE-TV—Wichita, Kansas 
KEYD-TV—St. Paul, Minn. 
KHJ-TV—Los Angeles, Calif. 
KLZ-TV—Denver, Colorado 
KMBC-TV—Kansas City, Mo. 
KOLN-TV—Liacoln, Nebr. 
KTRK-TV—Houston, Texas 
KTTV—Los Angeles, Calif. 
KWTV—Oklahoma City, Okla. 
WAAM-—Baltimore, Maryland 
WALA-TV—Mobile, Alabama 





Saturation Coverage with RCA’s 
50KW VHF and High-Gain Antenna 


Now, over 30 high-power VHF sta- 
tions are ‘‘op-air’’ and delivering sat- 
uration coverage with an RCA 50-kw 
—operated in conjunction with an 


RCA High-Gain Superturnstile. 


Here are important reasons why you 
will benefit by selecting RCA’s “Fifty” 
for your high-power station. 


RELIABILITY. RCA 50-KW equip- 
ments are built to operate with “day-in 
day-out” reliability. (Ask any of the 
RCA-equipped 50-KW VHF stations 
already on air.) 

CONSERVATIVE DESIGN, RCA 
50-KW VHF's deliver a full 50 kilo- 
watts of peak visual power—measured 
at the output of the sideband filter. 
You get full power output on both 
monochrome — AND COLOR — with 
power to spare! 

SATURATION COVERAGE. An RCA 
50-KW VHF, operated in conjunction 
with an RCA Superturnstile Antenna, 
is capable of “flooding” your service 
area with STRONG SIGNALS — close 


ow ON-AIR 


Who’s Who among the RCA “50’s” 


WBAL-TV—Baltimore, Md. 
WBTW—Florence, S. C. 
WCAU-TV—Phila., Pa. 
WCHS-TV—Charleston, W. Va. 
WDEL-TV—Wilmington, Del. 
WFLA-TV—Tampa, Fla. 
WGAL-TV—Lancaster, Pa. 
WHBQ-TV—Memphis, Tenn. 
WHO-TV—Des Moines, Iowa 
WISH-TV—Indianapolis, Ind. 
WJAR-TV—Providence, R.I. 


















WJRT—Flint, Michigan 
WMIN-TV—St. Paul, Minn. 
WTCN-TV—St. Paul, Minn. 
WNHC-TV—New Haven, Conn. 
WOOD-TV—Grand Rapids, Mich. 
WSFA-TV—Montgomery, Ala. 
WTHI-TV—Terre Haute, Ind. 
WTOP-TV—Washington, D.C. 
WTRE-TV— Wheeling, W. Va. 
WTVT—Tampa, Florida 
WTVW—Milwaukee, Wis. 


RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION 


WXEL—Cleveland, Ohio 


in and far out! With standard anten- 
nas, RCA 50-KW’s can develop 316 
KW ERP —with power to spare. 
AIR-COOLED. RCA 50-KW VHF's 
are all air-cooled. You save on installa- 
tion costs and maintenance. Visual and. 
aural P.A.’s use conventional RCA 
power tetrodes (Type 6166). 
MATCKED DESIGN. RCA 50-KW 
VHF’s are “systems-matched” to de- 
liver peak performance in combination 
with RCA 50-KW antenna systems. 
COMPLETE SYSTEM. RCA supplies 
everything in system equipment to 
match the RCA “50-KW” precisely; 
Antenna, transmission line, fittings, 
tower, r-f loads, diplexers — and all 
other components needed to put a 
50-KW VHF signal on the air. 

Take advantage of RCA’s 25 years’ ex- 
perience in designing and building 
high-power equipment. Ask your RCA 
Broadcast Sales Representative to help 
you plan a completely-matched high- 
power system. In Canada, write RCA 
Victor, Ltd., Montreal. 


















RCA High-Gain 
Superturnstile 
Antenna (TF-I2BH) 
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CATegory 


My category is the double-billioned — two-station 
Houston market and the best buy is |! 

Pick your category —top adjacencies from ABC and 
other net shows —top local artists —top syndicated film 
shows —top power (316,000 watts)— you'll find them all 
where you find this cat — at KTRK-TV — Channel 13 — 
lucky for Houston — lucky for you. 

And color too — local programs daily. 











Letter from the Publisher 


Should Newspapers Own Tv Stations? 

The uncomfortable glare of Congressional probing and litiga- 
tion has been spotlighted on newspaper ownership tv stations. 

The article, “How Will The Vote Go?,” on Page 44, will give 
you the interesting background behind one of the most important 
issues of the industry today. 

Throughout all of this the FCC finds itself in an anomalous 
position. Its ultimate decision in a contest is based on determining 
which applicant can better serve the public. It has, however, been 
forced to admit—more than once—that while a newspaper appli- 
cant may be better qualified, its unwritten policy of “concentra- 
tion of media” leaves it no other choice than to grant the facility 
to the competing applicant. 

This, the newspaper group contends, is out-and-out discrimi- 
nation. The three cases in Shreveport, Portland and Sacramento, 
as the story points out, are important bellwethers in the articula- 
tion of FCC policy. 


TvB Takes An Important Step 
An important step forward was made by TvB when it an- 


nounced at the conclusion of its highly successful two-day board 
meeting that it had signed a contract with A. C. Nielsen for spe- 
cialized research in the food and drug fields. With this tailor-made 
research information TvB will be able to chart market character- 
istics and sales potentials and correlate this data with tv. 

This is the kind of constructive effort, backed by solid re- 
search, that the agencies and advertisers want. TvB is laying im- 
portant groundwork for the entire television industry with its use 
of research to sell the medium. 


The Convention Issue 

What kind of a man is the composite television station manag- 
er? TELEVISION AGE editors wondered and set about the task of 
finding out. 

The answers will be included in an exclusive article in our 
May issue, which will be published in conjunction with the 
NARTB Convention. It will also feature a history of television in 
pictures. We have planned other articles of lasting interest that 
will make the Convention issue one that you want to keep. 


Cox Pacific Northwest Representative 

TELEVISION AGE is happy to announce the appointment of 
H Quenton Cox as advertising representative in the Pacific North- 
west. A well-known veteran in the industry, “Q” Cox was for sev- 
eral years manager of Kew Portland, has served on many industry 
committees and is a member of the NARTB Board of Directors. 
He will headquarter in Portland at 423-25 Terminal Sales 
Building. 

Cordially, 


I. Maul 








WGAL.-TV is a marvelous, re- 
juvenating sales elixir! This 
super-powered station has a 
pores effect on the spending 

abits of over three million people 
with effective annual buying in- 
come of $5 billion. WGAL-TV is 
the one station that reaches this 
vast, responsive audience. Buy 
your Channel 8 spring sales tonic 
—now! 


Channel 8 Mighty Market Place 


Harrisburg Reading 
York Lebanon 
Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro Mount Carmel 
Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 
Martinsburg Hagerstown 


WGAL-Ty 


Lancaster, Pg 
NBC 
STE 


VuMont 


INMAN STATION 


ough, Pres 


Representatives: 


> MEEKER TY, Inc.| 


New York Chicago 
Los Angeles San Francisco 
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It was pretty nice of the ABC Television Network to salute 
its fellow networks in a recent advertisement for their program 


awards from the Academy of Television Arts and Sciences. 


We had intended doing the same kind of thing earlier this season 


when they launched some very exciting program ideas. 
But they beat us to it—just as they beat us to Disneyland. 


When competing networks applaud each other the applause 
is genuine; for each success is a fresh demonstration of the 


value of network television to the audience and the advertiser. 


Only through network television can 65 million people share 
simultaneously the pleasure of NBC’s memorable Peter Pan 


...or discover a great comic like George Gobel. 


Only through network television can an advertiser reach 41 
7 million people each week as economically, for example, as he 


can on | Love Lucy — another network developed program. 


The steady improvement of television is due not so much 
to the enormous investment of money, time and effort as it is 


to the constant goad of network competition. 


This is the heart of the American system of broadcasting. 


This is why television builds larger audiences each year. 


And this is what has made television in America the world’s 


largest advertising medium. 


The CBS Television Network 
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VOL. II NO. 9 
Buffalo - Niagara Falis 
Publisher is the nation's 14th 


S. J. Paul 
largest market. 
Editor 
Art King 
Associate Editor WGR-TV completely 


William Ruchti 
Film Editor 


dominates* this rich 
David Yellin market, serving 447,938 
Washington Correspondent U. S. sets and a bonus 
David Stewart of 407,619 in Canada. 


Advertising 
Marvin Kruth 
Advertising Representative 


Production Director 
Stanley Cook 


Circulation Director 
Marion Lee Woods 


Readers’ Service Dept. 
Marcia Krinsley 


Chicago Office 
Lee Swanson 
333 North Michigan 
Tel.: FRanklin 2-7100 


West Coast Representative 
Duncan A. Scott 
San Francisco: Mills Bldg. 
Los Angeles: 2978 Wilshire Blvd. 








Member of Business Publications c h ann (ao | 2 


Audit of Circulation, Inc. 


Buffalo's favorite station 


TELEVISION AGE is published monthly by the 
Television Editorial Corp. Editorial, adver- 
tising and circulation offices: 444 Madison 
Ave., New York 22, N. Y. Phone: PLaza REPRESENTATIVES — Headley-Reed 
seedy ay Typ: 4 — vox In Canada — Andy McDermott-Toronto 
subscription in the U. S. and possessions: 
$6; in Canada: $7; elsewhere: $8. Accept- 


ance under 34.64 P.L.&R. authorized. Copy- . 5 
right 1955 by Television Editorial Corpora- WOR-TV leads in 21 of the aA weekday quarter-hour 
tion, 444 Madison Ave., New York 22, N. Y. segments between 6 PM and midnight. (Pulse) 


The entire contents of TELEVISION ACE are 
protected by copyright in the U. S. and in 
all countries signatory to the Bern Conven- 
tien and to the Pan-American Convention. 
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There's a new look 
to the Scranton- 
Wilkes Barre- 
Hazelton Market 


Look at your latest ARB ratings and you'll 
see a most amazing switch in the great 
Northeastern Pennsylvania area. You'll see 
how overwhelmingly the lead has shifted to 
WGBI-TV. 


WGBI-TV presents the highest rated show 
in the entire market. 


WGBI-TV is first in total quarter hours of 
viewing 9 A.M. to sign off. 

WGBI-TV is ahead of the second station 
during this same period by 43 
quarter hours (while on the air) 
and leads all of the remaining 
stations combined. 

WGBI-TV carries five out of the top 10 
shows and also has the highest 
rated local newscast and late 
film theatre. 


— In any category WGBI-TV’s leadership is 
ooo een., impressive. 

. If you want to sell in Northeastern Penn- 
sylvania, you had better be on 


WObI-TV 


Dominating the Scranton-Wilkes-Barre- 
Hazleton market. And soon to be the Highest 
Powered Station on the CBS Network with 1 
million watts. 





A Represented exclusively by BLAIR TV, Inc. 
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Television Age 


39 GREAT DAY FOR GREY 








42 


New clients, new offices forecast 
the New York agency's bright future 


GROWING AMERICA 
Video and renewed home-interest 
help boost the prosperity curve 


HOW WILL THE VOTE GO7 
Newspapers find rough going 
with station-grant applications 


SPLITTING AIR TIME 
A clock check of hours 


on network, local and film 


MONEY MARATHONS 
Local telethons raise 
an annual $25 million 


WHAT PRICE TELEVISION? 
Rates of middle-sized markets 
show spot as high as network 


IT’S OFFICIAL 
The changes and growth 
of a film distributor 


Cover: Anthony Saris 


DEPARTMENTS 











WJAR-TV 


MADE THIS SALE! 


In less than a year, Winston 
became one of the top-sell- 
ing cigarettes in New Eng- 
land! Local spots on WJAR- 
TV played an important 
part—and continue to play 
it—in the record-breaking 
sales climb of this new filter 
cigarette. 


Local TV is your best buy 
for sales in a hurry—and 








7 Publisher’s Letter 87 Film Sales repeat sales in the long 
Report to the readers The month’s activity run. WJAR-TV programs 
more live, local shows than 
27 Business Barometer 93 Wall Street Report any other TV channel in 
Measuring the trends The financial picture New England. It pays to 
make the sale on WJAR-TV! 
31 Tele-scope 100 First Films Client: R. J. Reynolds Tobacco Co. 
What's ahead behind the scenes Syndicated tops in the top ten (Winston Cigarettes) 
Agency: William Esty, New York City 
35 Newsfront 103 Set Count 
The way it happened Market-by-market figures P Ow ERFUL 10 
Providence, Rhode Island 
59 Spot Report 103 New Stations 
Digest of national activity The openers’ openings 
76 Network Schedule 111 In the Picture 
The April line-up Portraits of people in the news 
83 Washington Memo 112 In Camera 
Federal investigations The lighter side 
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GRACE 
PORTERFIELD 
Time Buyer 





Benton & Bowles, Inc. 
says... 

















“WNHC-TV is power- 
Bful enough and 
popular enough to 
deliver results at any 
time of the day or 
night. For instance... 


WNHC’s DAILY 
NITECAP THEATER 


cost per thousand 
homes averages 66 


cents.’ 
















Compare these facts! 
15 County Service Area 


Population 3,564,150* 
Households  1,043,795* 
TV Homes 934,448** 


Sources: 

**55 SRDS Consumer Markets 
(Pre-Final) 

**CBS-NIELSON 1953 — updated 
gy Set Sales January 


Your KATZ Man 


Serving Hartford & New Haven areas 
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444 Madison Avenue, New York 22 


Jury Story Pulls 39 Inquiries 

On the “You are the Jury” story 
(TELEVISION AGE, February), we have 
received 39 inquiries as follows: 

16 from lawyers and legal associa- 
tions 

12 from advertising agencies 

7 from banks 

2 from banking associations 
plus two long distance calls from 
Cleveland and Elmira, New York, from 
advertisers (unidentified as to kind of 
business. ) 

The American Bar Association has 
had some inquiries in Chicago and we 
have sent them a complete scrapbook. 

Mitton L. Fircu 
President 
Howard-Wesson Co. 
Worcester, Mass. 


Vital Information 

Just finished the March issue of 
your magazine and hasten to tell you 
how terrific I thought it was. I don’t 
know whether it was a coincidence or 
not, but it seemed to me to be packed 
full of vital information than can help 
me know more about our business. 

I was never before so convinced that 
you are on the right track as I am 
right now. Keep up the good work 
and the best of luck to you. 

STERLING C. QUINLAN 
Vice President 
ABC, Chicago 


Good Job 
. we feel your magazine is doing 
a very worthwhile job for the industry. 
SARAH WILLIAMS 
Liller, Neal & Battle 
Atlanta 


Favored Magazine 
Yours is my 
and/or 


favorite television 

advertising publication—an 

excellent, beautifully composed maga- 
zine. 

SHIRLEY WILLSON 

Dancer-Fitzgerald-Sample 

Hollywood 





Armour Story 

I was more than pleased to see the 
very nice article about Armour and 
Co. which appeared in the March is- 
sue of TELEVISION AGE. I congratulate 
you on an excellent job, and we es- 
pecially appreciated your making it 

the feature of the issue. 
F. W. SPECHT 
President 
Armour and Company 
Chicago, Ill. 


Thanks very much for . . . the 
Armour story ... a nice job... 
E. L. HECKLER 
Public Relations Dept. 
Armour & Co. 
Spot Report 


I want to congratulate you on turn- 
ing out a very nice report on spot tv. 
When someone realizes the importance 
of spot income and goes out to help 
promote it for the stations they de- 
serve to be commended. 

Apam J. Youne, Jr. 
Adam Young Television Corp. 


New York City 


Accurate Reporting 
. . . We are very impressed with 
the accuracy of your reporting in the 
story, “The Import of Transport.” 
It was a pleasure to cooperate with 
you in this venture and we hope that 
you will have continued success with 
your informative magazine. 
FRANK LAPORE 
Manager 
Film & Kinescope Recording 
Operations & Services 
NBC Film Division 


More on Transport 
. . . It seems to me that the article 
(The Import of Transport”) is very 
well done indeed. . . And good wishes 
for the continued success of your book, 
which must be an important factor in 
the new and rapidly growing industry. 
LEONARD G. HUNT 
Vice President 
Emery Air Freight 
New York, N. Y. 


Rural Market Study 

. . - your coverage of the rural mar- 
kets will, in my opinion, materially 
contribute to the interest of both sta- 
tions and advertisers who use farm 


(Continued on page 18) 














So there you are! 


HERE’S HOW WTTV AND NBC-TV STACK 
UP IN THE INDIANAPOLIS AREA 


Based on share of audience study for 91 night time quarter-hour 
NBC-TV periods in 42 counties surveyed by ARB*, January, 1955, 
WTTV Grade B. 


SHARE OF 
AUDIENCE 


* 
— — ee ee 
ns es Pits Ge. me mate 








50 






f Star of the PET MILK-ARMOUR 
GEORGE GOBEL SHOW. (Not 
represented in these figures, but 
he'll be included in the next ARB 40 





Survey) 

STATION WTTV-NBC 30 
STATION B ame mee ee ee ee ee ee == 
STATION C owen nnncnnsnens= - 


How Hu ahaa, Sunnenpd , 





Ss M T Ww T F 





; SUNDAY-SATURDAY AVERAGE* 
WTTV STATION B STATION C 
34.9 38.9 15.5 





WITV Television Serving Indianapolis, 
Terre Haute, Bloomington and ALL of 
the great HOOSIER HEARTLAND 


channes 4 


A SARKES TARZIAN STATION 


BUSINESS OFFICE: Essex House, Indianapolis 6, Indiana 
Represented Nationally by MEEKER TV, Inc. 
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Kis hard not to feel a glow of pleasure when 


you win a special Emmy, as KNxT did—on top of 


fourteen other major awards and commendations” 


over the past fifteen months. 


But more than pride we feel a deep sense of 
responsibility. For the citation which accompanied 
KNXT’s Special Achievement Award sets a stiff 
pace for the future ...a pace that’s going to keep 
us working nights to continue to merit such 
honors. Picked by a committee of distinguished 
Los Angeles citizens, KNXT won the Academy of 
Television Arts and Sciences award “for general 
excellence of programming... for outstanding 
public service to the community . .. for the greatest 
contribution to the advancement of television” 


of any Los Angeles station during 1954. 


There’s another award we treasure, too, because 

it means so much to our advertisers. It’s the one we 
get from Southern California’s 2,167,800 viewing 
families each month. According to every one of the 
rating services, they watch KNXT more than any 


other Los Angeles station, day and night. 


hN XT 


Channel 2, CBS Television’s key station in Hollywood 


Represented by CBS Television Spot Sales 


*Including a Peabody, a duPont, an Ohio State and a Sylvania 
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Another good investment when 
you want to keep three markets 
under control (for the price of 
one) is WJAC-TV. Hooper con- 
sistently shows WJAC-TV: 
FIRST in Johnstown 
(a 2-station market) 


SECOND in Pittsburgh 
(a 3-station market) 


FIRST in Altoona 
(a 2-station market) 


Play for keeps in Southwestern Penn- 
sylvania. Buy the 1 that covers 3. 


NAC 


NSTOWN 


Get full details from your KATZ man! 














18 April 1955, Television Age 


Letters (Cont'd from page 14) 


programs to deliver their sponsors’ 
messages on television. 

P. A. Suce 

WKY-TV 

Oklahoma City 


We were very much interested in the 
article “Rich Rural Markets” appear- 
ing in the March issue of TELEVISION 
AGE. We would like a set of tear sheets 
of this article or another copy of your 
March issue so that we might forward 
it to one of our clients. 

Ws. L. BAXTER 
Wm. L. Baxter Adv. 


Minneapolis, Minn. 


Everyone here is very pleased with 
the story (Rich Rural Markets) fea- 
turing our own WAVE-TV farm and 
“Farm” television program. 

CHARLES W. HILi 
WAVE-TV 
Louisville 


I would like to know the cost of re- 
prints of the article, “Rich Rural Mar- 
kets” in the March 55 issue. 

Public Relations Director 

Don. C. Haynes 

Jackson, Hoerr. Peterson & Hall 
Jefferson City, Mo. 

(Note: Reprints of the article “Rich Rural 
markets”, an eight-page story, including a 
listing of farm directors of television sta- 


tions, are available for 25c each, 20c in lots 
of 20 or more.) 


Stand-In for Jones? 

I want to thank you very much for 
the wonderful review of the “Jones Re- 
port” on television carried in your 
magazine. Even the picture looks like 
I had a stand-in. I don’t know what 
more a hopeful writer on legislative 
matters could expect out of a trade 
publication in the way of accurate and 
favorable reporting of his work. 

Rosert F. Jones 
Scharfeld, Jones & Brown 


Gremlins switch v to u 

Your article and accompanying 
chart on “What Price Television” in 
your March issue was extremely inter- 
esting and informative. It was an ex- 
cellent breakdown. 

In the listing under wrrr-tv, I am 
certain that you will want to know 


(Continued on page 23) 











Next Month 
NARTB 
CONVENTION 
ISSUE 


TELEVISION AGE 


will feature 


HOW BIG 
IS TELEVISION? 
This factual report will in- 
clude figures on just how fast 
this modern giant has grown. 


VISUAL HISTORY 
OF TELEVISION 


The fascinating pictorial his- 
tory of the visual medium. 
Many of these pictures will 
bring back nostalgic mem- 
ories to old timers in the 
business. 


COMPOSITE 
TV STATION MANAGER 


What kind of a man is he— 
his age, appearance, health, 
job history and _ salary 
bracket. 


SPOT REPORT 


will feature over 70 accounts 
that are breaking. 


FILM COMMERCIALS 


How do you go about creating 
commercials. Told by a man 
whose job it is to create com- 
mercials for one of the na- 
tion’s top agencies. 


ALSO: 


Business Barometer, Wash- 
ington Memo, Wall Street Re- 
port, Film Firsts, Set Count, 
and other important features. 


Forms close April 25. 
Regular rates apply. 
Wire your space reservation to: 


TELEVISION AGE 
444 Madison Avenue 
New York 22, N. Y. 














yours... all yours -_ 
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wooDiland CENTER 


30,000 SQUARE FEET of the most modern complete broadcasting faciliti« 


in Western Michiga 


Completion of WOODland CENTER marks 
a long line of “firsts” in the facilities and 
services offered you by WOOD. In 1924, 
WOOD was Grand Rapids’ first radio station. 
Today, it’s Grand Rapids’ only 5000 watt sta- 
tion, covering the heart of the rich WOOD- 
land market area. WOOD-TV was Western 
Michigan’s first TV station on the air, first 
anywhere to deliver 316,000 watts from a 
1000 ‘tower. Other Western Michigan WOOD 
TV firsts are: 

e Local Live Programs 

e A T & T Network Service 

e Color Service 

e I NS Fax News Photo Service 
If you, too, want to be first in Western Mich- 
igan, schedule WOOD and WOOD-TV! 


- Reception Room 10. Announcer's Lounge 

. Radio Studio 11. Engineer's Lounge 

- Announcer's Booth 12. Shipping Room 
Radio Control Room 13. Office Supplies 

. Recording Studio 14. Maintenance Shop 


Music Record Library 5. TV Power Room 

. Film Editing 6. Heating, Air Conditioning 
. Film Projection 17. Telephone Equipment 

. Film Developing 
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‘ 
“ Studio A, 60'x 40’, is equipped with 39 suspended Unique central TV control room serves both Studio Studio B, 30’x 40’, houses a complete kitchen unit 
‘ lighting fixtures... permits simultaneous display A and Studio B...makes possible split-second for homemaking shows, which can be screened off 
d of 8 automobiles on one set. shifts from one studio to another. by folding doors when desired. 
1, 
1. ‘ 
a- 
x 
n 
st 
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D 
; Loading ramp adjoins TV studios . . . permits truck News department is complete with every modern Fully equipped dark room permits quick develop- 
unloading at bed level on one side; driving of device for fast service, via local police radio sys- ment of on-the-spot movie and still shots made by 
autos from 100-car parking lot on other side. tems, AP wires, International News Facsimile Photos. WOOD-TV news correspondents. 
SECOND FLOOR THIRD FLOOR 
t 1. News Department 7. Dressing Rooms 1. TV Studio A 7. Sales 
| 2. TV Control 8. Chief Engineer 2. TV Studio B 8. Sales Manager 
3. TV Studio A 9. Accounting 3. Client Viewing Room 9. Sec., General Manager 
4. TV Studio B 10. TV Announcer's Booth 4. Conference Room 10. General Manager 
5. Loading Ramp 11. Audio-Video Rack Room 5. Traffic, Continuity 11. Business Service 
6. Program Department 6. Promotion 12. Women's Lounge 
ling 
’ 
Client's room overlooks TV studios; has color and 
| black-and-white TV. Remote controlled panels 
reveal film audition screen, easel displays. 
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In the continuity department, scripts are written . . . 


commercials prepared ... slides and other visual 
props arranged for clients. 
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WHAT’S IN 


5 Expanded audience-participation facilities permit full 
} F enjoyment of local programs... here, Buckaroo Rodeo, 
ie favorite of the younger set. 
eee 





most modern |!V and AM facilities 





Projection room has three film projectors; two Telo- 


Large AM studio for local live programs jectors with a capacity of 12 slides each; and Telop 
Air personalities—the iad projector which holds 10 telop cards. 

Fully equipped recording studio 
NBC programs 


Daytime news, every hour on the hour 


5000 watts day and night 


TELEVISION 


© Two large, fully equipped TV studios 





All props, from the largest background flat to the 
smallest, most delicate properties, are carefully handled 


Three 16 mm film projectors —and fed, if the situation requires. 


Full slide and telop facilities 
Panel controlled, complete lighting equipment 


Excellent prop storage facilities 


Expanded arrangements for audience- 
participation 


Spacious, completely equipped client room 


Top-rated network and locally produced 
programs 





Everything from Bach to boogie is quickly available in 5 
the extensive WOODiand CENTER music library. 
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serving all of Western Michigan! 


woopD 


GRAND RAPIDS, MICHIGAN 








ASSOCIATED WITH WFBM-AM AND TV. INDIANAPOLIS, INDIANA 316,000 WATTS, NBC, BASIC: 
WFODF. FLINT. MICHIGAN, WEOA. EVANSVILLE. INDIANA ABC AND DuMONT 


RADIO: 


REPRESENTED BY KATZ AGENCY 5000 WATTS, NBC AFFILIATE 





PRINTED IN WOODLAND U.S.A 













Letters (Cont'd from page 18) 





} that we are definitely a vhf station— 

telecasting on channel 7 since Oct. 

24, 1953. We were listed as uhf. We 

will appreciate any notice you might 

make in a future issue of your fine 
magazine to correct this error. 

C. Grec Van CAMP 

Promotion Director 

wtrRF-TV Wheeling 


Quality Material 

I can not tell you how much we 
appreciate the article about Toy 
‘;uidance Council which appeared in 
ihe March issue of TELEVISION AGE. 
Not only was it an accurate account 
of our discussions and of the activities 
of the Council, but all of us here have 


been admiring the quality of the ma- 





terial in general and the lay-out of 
| the toy article in particular. 


Davip TAYLOR MARKE 
| Assistant to the President 
| Toy Guidance Council 

New York City 
P.S. Mr. Freud saw the issue and 
wanted me to express to you his pleas- 
ure at the manner in which you treated 
the whole subject. 


Film Article Still Draws Queries 
An agency friend of mine recently 
brought to my attention a reprint from 
your magazine. It was entitled “What 
Price Film Commercial?” and first 
appeared some months ago. Would 
} you send us three or four copies? 
GILBERT ALTSCHUL 
Gilbert Altschul Productions 
Highland Park, Iil. 


Please send us 10 reprints of the ar- 
ticle, “What Price Film Commercials.” 


(Nov. ’54) 





J. OLszEwsKI 
Video Films 
Detroit 





Slide, Live Art Reprints 

It will be appreciated if you will 
furnish us with reprints on any articles 
or features in your back issues deal- 
ing with preparation of slides, live art, 
scenery or telop material in either 





monochrome or color. 
WiLuiaM U. STRACENER 
Art Department 
WBRZ 
Baton Rouge 
rE 








are CLEVELAND and AKRON 
in 
WASHINGTON STATE? 


Washington State is not trying to steal these two great 
cities from Ohio. Washington State has its own concen- 
tration of population, and that concentration lies within 
the “A” Contour boundaries of KTNT-TV, the CBS 
television station for Puget Sound. The population in 
this area equals the combined populations of Cleveland 
and Akron. 
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Of all TV stations 
in the fabulous 
Puget Sound area, 
only KTNT-TV 
covers all 5° cities 
in its “A” contour. 
*Seattle, Tacoma, 
Everett, Bremer 
ton, Olympia 
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WASHINGTON STATE 
~ 
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More than half the population of Washington State is confined within 
a relatively small area bordering on Puget Sound. This area .. . the 
fabulous Puget Sound area .. . also accounts for more than half the 
state’s spendable income. And the “A” Contour of KTNT-TV 
encompasses this rich area. KTNT-TV reaches over 1,200,000 people 
in its “A” Contour, plus 800,000 more living in the station’s 
INFLUENCE AREA outside its “A” Contour. Average incomes in this 
area are greater than the national average, and the entire Puget 
Sound country is constantly growing. 


In Washington State, advertise where the PEOPLE are ... buy KTNT-TV. 


316,000 WATTS 


Antenna Height 
1000 FT. ABOVE SEA LEVEL 


CBS Television for Puget Sound 





Represented Nationally by Weed Television 


KTNT-TV, TACOMA 5, WASHINGTON 


“The Word Gets Around... Buy Puget Sound” 
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NOW THE | 
TELEVISION STATI 


316, 000 


CBS TELEVISION NETWORK 
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? MOST POWERFUL 
TION & Chntcnmate, 


) watts ©, channel 12 


Samarra th OHIO 


hurch, Nationa! Sales Mgr. 


‘ REPRESENTED BY THE KATZ AGENCY 














TIC-TOC 


HEARTS and FOLLOWERS! 

WHIO-TV mails were flooded with home-made valentines 
from the small fry! It seemed like almost all the kids in the 
WHIO-TV viewing area wanted to be the valentines of Uncle 
Orrie and Nosey, the Clown on Tic-Toc Toy Shop. And now, 
just like clockwork, Tic-Toc Toy Shop is the leading mail 
pulling show on WHIO-TV. The little time tellers know 
*vhen the little hand is on five and the big hand is on six, it’s 


-*DECEMBER PULSE—Gives WHIO-TV the first 
six of the top ten shows and ten of the first fifteen. 


Channel 7 Dayton, Ohio 


ONE OF AMERICA’S GREAT AREA STATIONS 





og 

time for their favorite kiddie’s show. And do they love it... 
the kids take part in the program . . . in the games... in the 
stories ., . and the commercials. If you’re a time-teller .. . 
and a time buyer . . . you know the correct time if you're 
participating in Tic-Toc Toy Shop on WHIO-TV, Monday 
through Thursday 5:30-6:00 P.M. Another top rated show 
on the top-rated station.* Check all the details with our 
national clock-watcher, George P. Hollingbery. 


whio-tv 


cBS 


DUMONT 
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Business barometer 


Network television billings continued to gain in January, the sixth straight month that 
this business has increased. National spot declined for the second 
month and local business was off sharply with the first of the year. 








The trend emphasizes again the fluidity of both local and spot business, as compared with 
network, where advertisers are reluctant to relinquish premium time 
periods or momentum built up by a continuing program. 





This is the sixteenth month of the TELEVISION AGE continuing study of television bill- 
ings. 








Comparing January business with that for Dezember shows local off 6.5 per cent, 
national spot down 3.2 per cent and network up 1.5 per cent. 





LOCAL SPOT NETWORK 


comparing January billings with December: | — 6.5 _ 3.2 + 15 


Dec. 1953 Jan. 1954 Feb. Mar. April May June July Aug. Sept. Oct. Nov. Dec. Jan. 1955 


+30 
+25 
+20 
+15 


+10 








Oct. 1953 Sp 


10 








Comparison of the report with the same month a year ago shows that the network gain for 
January 1954 over December 1953 was 1.9 per cent, almost the same percentage as 
this year with its 1.5 per cent gain. Local drop in January 1954 was 10.1 per 
cent as compared with this year's 6.5 per cent. National spot in the same 
month last.year was off 7.4 per cent as compared with the much smaller drop 
this year of 3.2 per cent. These months can be checked on the chart, 


If 1955 business can be expected to follow the same trend in February that it did in 1954, 
all three categories should register a gain in the next Business Barometer 
report. In 1954 February showed local business up 1.6 per cent; national 
spot up 4.8 per cent and network up 3 per cent. 








While the continuing strength in network business was the outstanding feature of the re- 
port for January the behavior of local and national spot billings is worth 
analysis. 
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Business barometer 


continued 
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Local billings, with their drop of 6.5 per cent, are still within 8.8 percentage points 
of the all-time high which was achieved in October 1954. In the similar period 
in the closing months of 1953 and January 1954, local billings dropped 10.8 
percentage points. 


These figures would seem to indicate that the first-of-the-year seasonal drop in local 
business is two percentage points less this year than it was in 1954. 





The same analysis applied to national spot business shows that the drop of 3.2 per cent in 
January over December put total business within 12 per cent of the high which 
was achieved in October 1954. In the similar period at the end of 1953 and 
in January 1954, spot dropped 11.8 per cent. 











Thus the change a year ago for the four-month period was only -2 per cent less than that 
this year. 


These patterns of billing behavior are showing consistency in all areas of the 
Business Barometer report. Since the exclusive TELEVISION AGE study is the 
first one of its type ever attempted on a national scale, it is first time that 
such industry patterns have ever been established. 





Such studies have been done periodically by individual firms for special periods of in- 
terest. Comparison of the Business Barometer with this private research 
tends to confirm the efficiency of the magazine's method and to support 
the patterns indicated. 








The Business Barometer report is made to Dun & Bradstreet according to size of station 
classification. Taking up the three divisions of the report—local, national 
spot and network—by station size one finds: 


Local: Small and medium-sized stations showed a greater-than-average decline in local 
billings in January with most registering drops of more than 6.5 per cent. 
Large stations showed a much smaller drop in this classification than the 
national average. Very large stations had about the same decline as the average. 








National spot: Very small stations dropped less than the national average of 3.2 per cent. 
Small stations had a fairly good month for national spot, many showing gains 
over December. Medium-sized operations dropped more than the national 
average. Large and very large stations were about average. 





Network: Very small stations gained more than the average of 1.5 per cent in network 
billings for January over December. Small stations were about average. 
Medium-sized stations were slighty above the mean figure, while large and 
very large stations were both slightly under the average. 





been compiled were reviewed. Researchers and station executives interested 
in a more thorough study of these reports will find complete data in that issue. 


The Barometer is based on reports made directly to Dun & Bradstreet on forms provided by 
the magazine. The Wall Street firm tabulates the reports and furnishes the 
totals on which the magazine's analysis is made. 
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* "The Wichita Television Audience” — 
An ARB Metropolitan Area Report, January 1955 


KTV EF Leads with ARB. too! 


Leading Film Shows Leading Network Shows 


ane NK TWH mONKTVWVH 





Pulse Report, November 1954, also gives The area Pulse and the ARB in Wichita prove 
KTVH credit for being the leading television what Windy has been saying —“KTVH does 
station in the area with 10 out of 10 leading . . ide: 
film shows and 10 out of 10 leading network 
shows. of 14 other important communities.” 


the job in Wichita and provides a bonus area 


Windy says, “Buy KTVH and cover Central Kansas.” 






VHF 240,000 WATTS 
KTVH, pioneer station in rich Central Kansas, 
serves more than 14 important communities be- 
sides Wichita. Main office and studios in Hutchin- 
son; office and studio in Wichita (Hotel Lassen). 
Howard O. Peterson, General Manager. 


CHANNEL 12 
cBS BASIC- DUMONT 


Rep ionally by H-R Representatives, Inc. 
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WINS BY A 
KNOCKOUT: 





Hoorers show that in Metropolitan Fargo, 
WDAY-TV wins all audience-preference honors, 
hands down. Actually, five to six times as many 
Fargo-Moorhead families tune to WDAY-TYV, as 


to the next station! 
Look at the TV sets-in-use—65 % at night! 


But Metropolitan Fargo is really just a small 
portion of the story. WDAY-TV is the preferred 
station throughout the rich Red River Valley — 
one of agricultural America’s heavily-saturated 
television markets. Ask Free & Peters! 





HOOPER TELEVISION AUDIENCE INDEX 
Fargo, N. D. - Moorhead, Minn. — Nov., 1954 





TV-SETS- Share of 
In-Use Television Audience 


WDAY-TV | Station B 
AFTERNOON (Mon. thru Fri.) 
12 noon — 5 p.m. 28 86 14 
Ae 
' 5 p.m. — 6:30 p.m. 48 88 13 
FARGO, N. D. e CHANNEL 6 ee lee 65 85* 17* | 


Affiliated with NBC « ABC 
(*Adjusted to compensate for fact stations 


FREE & PETERS, INC. were not telecasting all hours) 
Exclusive National Representatives 
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WHAT'S AHEAD BEHIND THE SCENES Te | e-SscOo Dp e 





Automotive Study Underway 

The TvB is currently working out the details of a com- 
prehensive automotive study, broken down by car mile- 
age. The study will give an accurate picture of the sales 
potential for automotive manufacturers as well as for 
suppliers such as tire and gas companies. 


Automation Development 

Indications that United Shoe Machinery Corp. may en- 
ter the television industry are seen in the disclosure that 
the firm has perfected automation in production of some 
parts of the production of radio and tv sets. Reports from 
company sources are that the new developments represent 
the greatest advance to date in this field. 


Film Shipment Rate Cut 

Emery Air Freight, New York, was scheduled to an- 
nounce a new, “all-time low” rate for tv film shipments 
originating in New York, Los Angeles and Chicago, ef- 
fective April 1. Rate is to include immediate runs to 
airport, immediate deliveries day or night, communica- 
tions-monitoring—all the elements of Emery’s “Blue 
Ribbon” service. 


Toy Makers Boost TV Spots 

Tv advertising expenditures will be tripled by the toy 
industry this year. Toy makers, who in 1954 spent over 
$1 million on tv, are expected to allocate over $3 million 
to the medium in 1955. Lionel, Gilbert, Ideal Toy and 
the Toy Guidance Council (“Telling the Toy Story”, 
TELEVISION AGE, March) will account for close to $2 
million. This estimate does not include any advertising 
that may be done by retailers on a spot basis at Yule- 
time. It also does not include co-op promotions between 
dealers and manufacturers. The Winky-Dink and You 
show, Saturday 11-11:30 a.m. on CBS, now has nine 
toy makers licensed to turn out Winky-Dink items for 
kiddies and expects to license three times that number 
by August. Meanwhile it has sold 2 million of its 50 
cent drawing kits and 250,000 of its $2.50 kits. 


Ice Cream Budgets Include More TV 

Tv is fast becoming the favorite media dish for the 
ice cream industry. Last year some 25% of the more 
than 3,500 of the country’s ice cream makers included 
tv in their ad budgets. This year the percentage of manu- 
facturers is expected to increase to at least 40- per cent. 
In addition, almost half of these will be using tv as their 
major medium. 


Ideal May Be Sponsor 
Heavy tv activity can be expected from Ideal Toy 


Corp. which has just switched its account to Grey Ad- 
vertising. Both the client and the agency are tv-inclined. 
(See story on page 39.) Ideal tried tv back in 1951, but 
hasn’t been on since. Earlier this year, the company and 
its former agency, Atlantic Advertising Co., were mak- 
ing plans for a 1955 tv spot campaign slated for Nov. 
and Dec. In these first discussions, the expenditure figure 
talked about was over $200,000. Now, the possibility of 
a larger sum looks likely since Ideal intends to go all 
out in promoting its new “Betsy-Wetsy” toy doll. 


Cake Mix Goes After Business 

Hills Bros. Co., New York, getting set to push its 
white, devil’s food and yellow cake mixes with par- 
ticipations on Today and Home, plus extensive spot cam- 
paign that will give 90 per cent coverage of the national 
market. Move is intended to capture company’s proper 
share of the cake-mix market (Pillsbury and General 
Mills now divide about 55 per cent of the total volume) 
and will also include space in some 500 newspapers. The 
second oldest cake-mixer (founded in 1931), Hills Bros. 
was bought several months ago by National Biscuit Co. 
However, in order to assure separate product identi- 
fication, the relationship is not to be emphasized. Agency 
involved is Ted Bates. 


More Arthur Rank Features 

Look for at least 26 of the more recent J. Arthur 
Rank feature films to be available for television very 
soon. The unique attraction of these films is that al- 
though British made, many of the players are now con- 
sidered Hollywood stars. These include such “names” 
as Audrey Hepburn, James Mason, Deborrah Kerr, Jean 
Simmons, Stewart Granger and others. 


Neat Trick 

In what could be described as a “trick-and-treat” 
technique, American Maize Products Co. is using magi- 
cian Milbourne Christopher in filmed commercials for 
its instant dessert, Amazo. Christopher does a fast trick, 
then moves in for the product sell (the neatest trick of 
all). The legerdemain points up the magic qualities of 
the dessert and pie mix which can prepared in 30 
seconds. This tv spot campaign, now running in selected 
markets throughout the country, is the company’s major 
advertising effort for Amazo and is getting heavy mer- 
chandising support. Every package of the product con- 
tains a trading card with a Christopher-endorsed trick 
that magic addicts—young and old—can learn to do at 
home. There are 45 cards in the series. Kenyon & Eck- 
hardt is the agency. 
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’S easy as pie 


MORNING: WCBS-TV gets 
a 60% bigger share of the 
pie than any other station 

— Monday through Friday. 


AFTERNOON: WCBS-TV 
gets a 66% bigger share 
than any other station 
—Monday through Friday. 
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Take a look at the pie charts. 


It’s easy to see which station to use | 














for your New York campaigns: 
WCBS-TV gets the lion’s share of 
the New York television audience... 


morning, noon and night! 


NIGHT: WCBS-TV gets a 
16% bigger share than 
any other station— 

Monday through Sunday. 


WCBS-TV 
NEW YORK 








channel 






CBS Owned 
Represented by 
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as Beloved... 
as the Easter Bunny 




















National Sales. Director, TOM HARKER, 


babe 


He's Milky, Twin Pines Farm Dairy's Magic Clown! 
And Detroit boys and girls say his name with the same 
excitement as ‘Easter Bunny” or “Santa Claus.” Milky has 
delighted youngsters for two hours every Saturday ofter- 
noon for more than 4 years on WJBK-TV, with Pulse and 
ARB ratings (January, 1955) of over 21.0. 


AND THE RESULTS HAVE BEEN SALES MAGIC, 
TOO! WE AT WJBK-TV ARE MIGHTY PROUD OF THE 
BIG PART WE'VE PLAYED IN TWIN PINES’ TREMENDOUS 
INCREASE IN SALES DURING THIS PERIOD... . AN IN- 
CREASE OF OVER 200%. 


Success stories like this prove the potency of 
WJBK-TV's Channel 2, with top CBS and local programming, 
1,057-foot tower and far-reaching 100,000 watt maximum 
power. We'd like the opportunity to perform the same 
Kolo col am cele] amo) cole [tla a (oLom 





WIDK-TY 
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Represented Nationally by THE KATZ AGENCY 


118 E.. 57th, New York 22, ELDORADO 5-7690 


UHF LIFELINE. What may prove to 
be most workable plan yet advanced 
for helping distressed uhf (and vhf) 
properties is that now being put into 
effect by the newly formed National 
Affiliated Television Stations (NATS). 
Backed by General Electric and Na- 
tional Telefilm Associates, the new or- 
ganization offers beleaguered stations 
not only advice that many need but 
financial and programming assistance 
as well. 

“Successful stations,” said Dr. W. R. 
G. Baker, G.E. vice president and gen- 
eral manager, “have all possessed cer- 
tain factors, market, programming, ef- 
ficient management, sound financial 
hacking and access to national adver- 
tisers. The lack of one of these factors 
could be enough, we found, to tip the 
scales and prevent successful station 
operation. Lack of just two could, and 
usually would, be fatal. 

NATS executives 


while it is impossible to change a sta- 


point out that 


tion’s market aid may be extended on 
any or all of the other four factors. 
Applications from interested stations 
will be screened (some 40 are ex- 
pected) and in cases where help is 
NATS will: Advance cash 
loans to stations needing them. Fur- 
nish programming (National Telefilm 
Associates has 700 hours of high quali- 
ty film on hand). Offer sales help on 


merited 


DR. W. R. G. BAKER 
Helping hand 


uu nunoe Mewsfront 


JOSEPH JUSTMAN, WILLIAM 


J. MORLOCK, ELY A. LANDAU 


Their agreement makes NATS a reality 


a national and local level. Aid in 
management counsel, where needed. 
“There will be no attempt to bring 
stations back from the dead,” it was 
explained, “but where a boost is all 
that is needed we expect to furnish it.” 
“It is our purpose to find a practical 
plan, not a panacea,” said Oliver A. 
Unger, executive vice president of Na- 
tional Telefilm Association. “A plan 
realistic and hardheaded as good busi- 
ness itself, but filled with hope. A plan 
flexible enough to encompass the 
strong and the weak, the affiliated and 
the unaffiliated, the u’s and the v’s.” 


Not a “film network” 


The stations cooperating will not “at 
present” form a film network except in 
the sense that each will be able to draw 
from all of the films which NATS will 
have available. “We want a fair, open 
and healthy market for our product,” 
explained Mr. Unger, “and we invite 
others in the television distribution 
field, in their own self-interest, to join 
us in this effort to keep alive the life 
line which sustains us all.” Other dis- 
tribution and producing firms have 
shown interest in the project. Hal 
Roach Jr., president of Hal Roach Stu- 
dios, was present at the announcement 
luncheon and was introduced but did 
not speak. 

Rumors of the NATS plan were first 


heard some time ago after Glenn Lord, 
G.E. executive, began investigating 
reasons for uhf financial distress (G.E. 
has equipped more than 40 uhf sta- 
tions and their investment in the medi- 
um is substantial). Mr. Lord’s in- 
quiries led to the discovery that 
similar inquiries had been launched 
by National Telefilm Associates. This 
led to discussions between the two 
groups, out of which the present plan 
was born. 

While G.E. will name two members 
of the NATS board it will not own 
stock in the corporation nor be rep- 
resented among its officers. G.E. will 
advance cash loans to worthy stations 
but will not take station stock as col- 
lateral. Officers of NATS 
Board chairman Joseph 
president of Motion Picture Center 


include: 


Justman, 


Studios, Hollywood, which is owned in 
part by Desilu Productions; executive 
vice president Ely A. Landau, presi- 
dent of the NTA film firm; secretary- 
treasurer Berman Swarttz, producer 
and associate of Mr. Justman and at- 
torney. The group expects to name a 
prominent industry figure as president. 

NBC purchase of off-the-air wBUF- 
tv Buffalo, channel 17, for around 
$300,000 was another boost for uhf 
this past month. Purchase means that 
the network will affiliate the station as 


(Continued on page 74) 
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It’s Spring, and NBC Radio is growing everywhere you look! 


Growing new business, for example. During the past season, NBC 
Radio signed up $16,116,000 in new business — a 165% new-billings 
increase over the previous season. Fifty sponsors are making sure, 


through new time buys, that their advertising bears a cash crop. 


The reason? New programming ideas and sales patterns in NBC 
network radio — like the Mary Margaret McBride and Dr. Norman 
| Vincent Peale morning strip shows, the widely acclaimed Biographies 
in Sound, and the exciting new concepts to be unveiled shortly. All 
| of them represent a creative approach to radio as a modern medium, 


filling a special and vital role in people’s lives. 


Yes, it’s Spring at NBC, and things are stirring. It’s a time 


of growth, of vitality and movement. 


Need a Spring tonic? 


Exciting things are happening on 


qieic Radio 








Companies making 
new investments in 

NBC Network Radio 
during °54-55 season: 
Allis-Chalmers 
Vanufactiring Company 
Allstate Insurance Co. 
American Dairy Association 
4merican Motors Company 
4rmour & Company 


Buick Motor Division, 
General Motors Corporation 
Brown & Williamson 
Tobacco Corp 

Calgon, Inc. 

Carter Products, Inc. 

Coast Fisheries 

Crosley Division, 

AVCO Manufacturing Corp. 


Crowell-Collier 
Publishing Company 


Curtis Publishing Company 
D’Con Company, Inc. 


Dodge Division, 

Chrysler Corp. 

Doeskin Products Inc. 
Frawley Manufacturing Co. 
General Foods Corporation 
General Motors Corporation 
Gillette Safety Razor Co. 
Harian Publishing Co. 
Hudnut Sales Co., Inc. 


Kiplinger Washington 
Agency, Inc. 


Lever Brothers 


Lewis Howe Company 


Liggett & Myers Tobacco Co. 


Mars, Inc. 


Merit Plan Insurance Company 


Miles Laboratories, Inc. 


Mytinger & Casselberry, Inc. 


Nash-Kelvinator Corporation 


Oldsmobile Division, 
General Motors Corporation 


Pharmaco, Inc. 


Plymouth Motor Corp., 
Division of Chrysler Corp. 


Q-Tips, Inc. 


Radio Corporation of America 


Reson Sales 
Rexall Drug Co. 
Rhodes Pharmacal Co., Inc. 


The Murine Company, Inc. 


The National Life & Accident 


Insurance Co., Inc. 


The Prudential Insurance 
Company of America 

The Quaker Oats Company 
The Texas Company 

The Toni Company, 
Division of the Gillette Co. 


The Travelers Insurance Co. 


Vitamin Corporation of America 


W.P. Fuller & Co. 
Webster Products 


White King Soap Co. 


i] 
| 
| 
| 
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FORECAST 


Business brisk and bright. 
Warmer tomorrow with high 
well above $27 million. 
Clear skies ahead. 


Television Age 


APRIL, 1955 


Great day for Grey 


New clients, new offices 


and tv brighten the outlook for 


t can’t always be summer and, unlike the rest 
i of the country, New Yorkers are glad of it. 
The heat is sweltering enough to make even 
newly-starched seersucker hang limp. And the 
doldrums reach right into the core of advertis- 
ing operations. 

Manhattan prefers late spring’s clear weather. 
And in at least one place—the new glass-fronted 
building at 430 Park Avenue—the business 
forecast is for spring all year around. Offices 
there include those of the Grey Advertising 
Agency where, nowadays, every day seems 
great. 

This year, Grey is billing an all-time high 
with books toting up an estimated $27 million. 
In fact, Grey has never had a year that wasn’t 
bigger than its predecessor; current billing re- 
presents a 30 per cent increase over last year. 
And the clients continue to sign, with recent ar- 


an already thriving agency 


rivals including Gruen Watch, Chock Full 
O’Nuts, Tops Gum and Block Drug. Some of the 
other diversified accounts are Anchor Hocking 
Glass, Botony Mills, Emerson Radio, Firestone 
Industrial Products, Mennen, RCA Victor, NBC 
and Schenley. 

How does Grey do it? “We are in the business 
of creating and selling ideas,” says Lawrence 
Valenstein, president (see cover). “Ideas,” he 
explains simply, “are the product of the time 
and talent of our people.” 

Grey’s ideas in television assuredly have at- 
tracted some of its recent signers. Some $7.5 
million—about 30 per cent of the gross—comes 
from the agency’s booming tv-am department. 
The figure’s significance becomes pointed in 
light of.one fact: Grey has become more tv-active 
in the past two and a half years. 


Endorsing tv—even on a limited basis—when- 
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ever a client has a story to show as 
well as tell, Grey already has a strong 
list of commercials that sell. For ex- 
ample, it suggested two years ago that 
5-Day Laboratories (deodorant pads) 
take a tv flyer that ate up a full year’s 
ad budget ($200,000) on an 11-week 
summer campaign. But summer proved 
the time when consumers were inter- 
ested. The company’s share-of-market 
increased rapidly and television adver- 
tising produced such sales that 5-Day 
is now a $1-million account. The lab- 
oratories are still going out for more 
tv and this year, with the Tony Martin 
Show, its usual summer time slot 
(NBC-Tv, Tuesday, 8:30-9 p.m., EDT) 
and a “probable” return with Martin 
in the fall, will become a year-around 
tv sponsor. 

Similar tv-inspired sales have been 
built for pre-shaped Lee Hats with a 
demonstration of “The hat you can 


Foresight calls for reinvestment in plant and personnel 


room traffic .. . 


pound your fist through.” (Customers, 
sometimes forgetting the brand name, 
went into men’s stores and asked for 
the demonstration.) And Samsonite 
Luggage has found, on Mr. District 
Attorney, that tv is excellent for show- 
ing feats of strength. 

Another triumph for Grey was the 
first live bra commercial, on behalf of 
Exquisite Form. In two early tries, the 
company ran into broadcasters’ re- 
strictions on subject matter, even in 
non-family time slots. With a careful 
p. r. campaign, the Grey agency had 
to clear the way of prejudice and then 
prepare a commercial that would be 
above reproach. Finally, Grey heard 


of an availability on ABC-TV follow- 
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ing the U. S. Steel Hour and, a fast 
six hours later, had the order signed 
for 39 weeks of Stop the Music. The 
successful—and uncriticized—commer- 
cial is now advertising history: full 
orchestra, a chorus, an animated figure 
sales 


to point out arguments and, 


astonishingly, live models. 


Only One Question 


Head man at Grey is_ Larry 
Valenstein, now 55, who has a busi- 
nessman’s reputation for combining 
foresight with farsight. The only ques- 
tion that seems to bother him these 
days is: “Why does the advertising 
imagination operate only on a short- 
term basis?” Strictly a long-termer, 
Valenstein has held his presidency for 
the past 37 years, having founded 
Grey, Aug. 1, 1917, even before he fin- 
ished college. His close associate and 


executive vice president, Arthur C, 


Fatt, is also a veteran, having been at 
Grey for 34 years. And some of their 
clients have been around almost as 
long. 

Long-range thinking is not a fetish, 
but a method at Grey. It can mean, 
for example, the simple matter of 
thinking business through to its basis. 
“A well-operated, profit-minded agency 
is as good for the client as it is for 
the agency,” Valenstein notes, but 
profit made without rendering full and 
effective service to clients is bad busi- 
ness. “It’s worse than that,” the presi- 
dent avers. “It’s ruinous.” 

His approach is refreshing in a busi- 
ness where agencies too often under- 
teke an advertising campaign and 





then, crossing executive fingers, hope 
the program can be brought in with- 
out red ink—for either client or agent. 
Grey is careful to know costs before 
the fact, and its uppermost floor is 
given over to an IBM-equipped ac- 
counting department that can compute 
a client’s expenses in push-button 
time. 

Profit doesn’t mean only sales for 
the client or a percentage for the 
agency, Valenstein says. It also means 
incentive for the employes. But this, 
like the game, Polish Bank, requires 
“put in” as well as “take out.” 

As a result, provision is made at the 
agency to build up its own assets in 
three important areas: The first is a 
“sound and sensible inventory of man- 
power,” which Valenstein compares to 
a manufacturer’s reinvestment in plant 
and machinery. The second is self- 
advertising and promotion of new 


all point to the no. 1 


business because, he says, “You can’t 
afford to stand still.” (Observing the 
new offices’ layout for a test kitchen, 
The New York Herald Tribune pre- 
dicted recently, “Grey has big plans 
for the food field.”) The third is to 
accrue capital strength “so that at the 
slightest downward turn, you don’t 
have to slice your overhead and de- 
stroy your investment in trained man- 
power.” 

Clearly, Mr. Valenstein believes in 
“organizational depth.” And, like a 
football coach, he also has divided his 
executive squad into teams. The first 
includes, of course, Arthur Fatt and 
himself. The second is made up of men 
now in their forties, those who will be 




















tomorrow’s first string. Currently, the 
president is watching staff members in 
their thirties for candidates to the 
third team. Today’s line-up is impor- 
tant inasmuch as, Valenstein estimates, 
60 per cent of the people with him 
when the agency first started its major 
growth (1946-47) are still in Grey’s 
employ. 

Seven or eight years ago, Valenstein 
and Fatt were Grey Advertising’s sole 
owners. Today, the agency has 38 
stockholders, all active in its opera- 


tion. 
Find the Idiom 


While the chief executive holds 
managerial reins, Arthur Fatt, as ex- 
ecutive vice president and secretary, is 
the customer’s man and factotum over 
the accounts. 

Fatt says “the modern advertising 
agency's service to its clients is going 
far beyond the concepts of 15 or 20 
years ago when agencies regarded as 
their sole function the preparation of 
advertisements which were to appear 
in commissionable media. All cor- 
related activities were fringe services 
which the agency talked about, but 
rarely did much about.” 

“There were a few pioneers—and 
in all modesty I lay claim to Grey’s 
being one of them—who realize that 
the advertisement which appears in 
space or on the air is but one element 
in a chain of events that starts from 
the product and follows it right 
through into the consumer’s home.” 

In television, Grey’s approach has a 
two-fold target: first to deliver a good 
message and plant a strong desire; 
then, to get the consumer into the store 
and expose him to the product, itself. 

This system is exemplified by Stop 
the Music, sponsored by Anson men’s 
jewelry, J. B. Watch Bands, Phillips- 
James Corp. (Van Heusen shirts) and 
Exquisite Form Brassiere. In order to 
file their phone numbers for a possible 
cell and prize, viewers submit entry 
blanks which they pick up at local 
stores. Fatt estimates “conservatively” 
that 100.000 blanks are distributed 
weekly. 

A native New Yorker who started at 
Grey when he was 17, Fatt got his 
degree in business administration 
(N.Y.U.) by studying nights, and he 
is his own best argument for the work- 


your-way-up system. Professionally, 


he has risen from office boy to execu- 
tive v.p. and even delivers an occasion- 
al college lecture on advertising; 
privately, he and his family list a 
Park Avenue address (where, on his 
21st floor, he has New York’s highest 
—if not largest—golf course). “You 
can’t,” he advises, “become a general 
without being a private.” 

Five-star general, as vice-president 
in charge of the tv-am department, is 
12-year-old Alfred L. Hollender who 
has also worked his way through the 
ranks. After the University of Illinois, 
he spent ten years in radio with WIND 
and wJJb Chicago, where program 
schedules he originated are still in use. 
He started in continuity, worked his 
way through half a dozen posts (in- 
cluding sports announcing and sales) 
and ended in management. During the 
second World War, he served with 
CBS’s Bill Paley on Eisenhower’s psy- 
chological warfare staff, ultimately be- 
coming postwar Chief of Radio, U. S. 
Forces. Back in the United States, he 
joined up with Lou Cowan Produc- 

ons, helped manage some $7-million 

worth of shows like Bert Parks, The 
worth of shows like Bert Parks, Paul 
Winchell-Jerry Mahoney Show, Down 
You Go and, interestingly, Stop the 
Music. 


Eisenhower Advice 


From the day Eisenhower returned 
from Paris, Al Hollender headed up 
the tv-am side of the Republican cam- 
paign. And twenty-four hours after he 
—and the nation—learned of Eisen- 
hower’s victory, Al got married. (But 
first, the president-elect joshingly took 
the bride-to-be aside in campaign 
headquarters and told her how to 
handle her husband.) 

When Grey invited Hollender in 
two and a half years ago, its broadcast 
billing about $2 million. Today’s bill- 
ing, as noted, hits $7.5 million. 

Although the pipe-smoking Hollen- 
der concedes it’s not unusual any 
longer for an agency to spur growth 
by television, he adds, “An agency not 
programming tv today frequently is a 
troubled agency.” Some of Grey’s 
clients, he notes, are in video for more 
than half their advertising total, a 
trend that seems to be growing. 

Nevertheless, the television vice 
president (who helped draw the RCA- 


(Continued on page 54) 
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merica is continuing to grow and 
A prosper at a pace that is confound- 
ing the experts. 

Paralleling this growth is a new and 
decided trend toward family living that 
is becoming more and more important 
to the prosperity curve. An increasing 
interest in home life, coupled with rising 
earning power, is creating bigger mar- 
kets for the products that improve liv- 
ing standards. Keeping pace with that 
trend—and in some cases exceeding it 
—is the increased productivity which 
is building national wealth. 

Indices point toward television as an 
important factor not only in moving 
the masses of goods that are being pro- 
duced but in the increase in home- 
interest as well. 

A family medium, television has 
brought members of the household to- 
gether more effectively than any one 
development in the past decade. It is 
doing much to reverse the trend that 
began when automobiles moved into 
the popular price field. Cars made it 
easy for individuals to go outside the 
home for entertainment and diversion. 


Television keeps people at home, mak- 
ing it possible to sit in comfort in the 
family living room and enjoy top en- 
tertainment at no cost of cash or effort. 

Many signs point toward the new 
surge in home-interest: 

Item. There was a 21 per cent in- 
crease in the number of owner-occupied 
dwellings between 1950 and 1954. 

Item. A study of expenditures be- 
tween 1947 and 1954 shows a steady 
rise in spending for consumer items 
like flowers and seeds, magazines and 
newspapers, housing, user-operated 
transportation, religious and welfare 
activities. During the same period 
money spent for non-home activities, 
such as train transportation, spectator- 
type amusements and motion picture 
admissions, declined. 

Item. Percentage of marriages is ris- 
ing. In 1940 only 20 per cent of the 
males between the ages of 20 and 24 
were married. Today 48 per cent in this 
same age group are married men. 

Item. Church memberships jumped 
41 per cent from 1940 to 1952 while the 
population increase for the same period 








ee 


was only 19 per cent. 

Item. Four million children were 
born in 1953, an increase of more than 
2 per cent over 1952. In 1954 prelimi- 
nary estimates point to an even larger 
birth rate. This refutes a prediction 
only a few years old that the birth rate 
would drop at the end of the Korean 
war emergency. 


Shift to Suburbs 


Item. Population shift to the suburbs 
is continuing. In metropolitan areas it 
is five times as rapid as in the rest of 
the country. Between 1940 and 1945 
suburban portions of the 162 metro- 
politan areas grew 52 per cent while 
portions of the U. S. outside metro- 
politan areas grew only 10 per cent. 

The period of greatest television ex- 
pansion—from the end of the freeze in 
1952 to the present—is also the period 
for the biggest increase of interest in 
home-ownership and family living. At 
the same time the entire population was 
growing at a steady rate which amount- 
ed to 7 per cent, or 9,450,000 people, 


between the time the census was taken 


in 1950 and July 1, 1954. 

This nationwide growth was by no 
means an even one in all parts of the 
country. Some states lost in population 
during the period while others with 
special attractions—in most cases to the 
family unit—gained as much as 27.1 
per cent in Florida or 18.6 per cent in 
California. Some sparsely settled states 
increased even more. Arizona gained 
32.5 per cent and Nevada, 36.3 per cent 
in the same period. 

As television was expanding across 
the country with the end of the freeze, 
Americans were moving toward the 
west and south. Even the bumper baby 
crop and the falling death rate fail to 
account fully for the population gain 
of 15 per cent in the western states dur- 
ing the four-year period between 1950 
and 1954. 

On the other hand, the remaining 
three major geographical divisions con- 
sidered by the Bureau of the Census all 
showed population gains under the na- 
tional 7 per cent average. The northeast 
gained 4.6 per cent; north central area, 
6 per cent, and the south, 6.5 per cent. 


A further breakdown of the south shows 
the south Atlantic states (Delaware, 
Maryland, District of Columbia, Vir- 
ginia, West Virginia, North and South 
Carolina, Georgia and Florida) gained 
more than any other area except the 
west, 

Families and individuals from the 
older population centers in the east are 
moving westward toward newer and 
more rapidly developing regions. The 
mountain states (Montana, Idaho, 
Wyoming, Colorado, New Mexico, Ari- 
zona, Utah and Nevada) showed an 
overall percentage gain of 13.5. The 
Pacific states (Washington, Oregon 
and California) were up 15.5 per cent 
in population between 1950 and 1954. 


Tv Builds Home Life 


With television an integral part in 
the trend toward home life, its present 
and future place in the overall move- 
ment of population should be examined 
with care. 

Comparing the number of television 
outlets in the nation (401 commercial 


(Continued on page 71) 











Population Growth by Areas, 1950-1954 | 

1954 | 

1955 Population i 

Tv Stations Population Per Cent per station 

State vhf uhf 1954 1950 Change (in thousands) 

Northeast 38 32 41,306,000 39,477,986 + 4.6 590 | 

New England 11 11 9,843,000 9,314,453 + 5.7 MAT 

Middle Atlantic 27 21 31,463,000 30,163,533 + 4.3 655 

North Central 87 32 47,107,000 44,460,762 + 6.0 395 

East North Central 43 29 32,529,000 30,399,368 + 7.0 479 | 

West North Central 4A, 3 14,579,000 14,061,394 + 3.7 310 | 

South 104 36 50,288,000 47,197,088 + 6.5 358 | 

South Atlantic 47 21 23,035,000 21,182,335 + 8.7 338s 
East South Central 17 5 11,682,000 11,477,181 + 18 531 

West South Central 40 10 15,571,000 14,537,572 + 7.1 311 | 
West 63 9 22,494,000 19,561,525 +15.0 312 
Mountain 31 0 5,762,000 5,074,998 +13.5 185 
Pacific s2 9 16,733,000 14,486,527 +15.5 408 
United States 292 109 161,195,000 150,697,361 + 7.0 401 
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oes the FCC discriminate against 
— eptaita in licensing tv sta- 
tions? 

The American Newspaper Publish- 
ers Assn. not only asked this question 
the US. 
Court of Appeals in Washington but 


in a current case before 


answered it. The Commission does 
discriminate, ANPA claimed, and to 
prove its assertion it cited a recent 
decision in which the FCC awarded a 
permit for channel 10 in Sacramento 
to Sacramento Telecasters in prefer- 
ence to the McClatchy Newspapers. 
Whether or not 
discriminated in this case and whether, 


the Commission 


if it did, it was right in doing so will 
have to be for the courts to decide. 
But the government’s policy on news- 
paper ownership in general is a mat- 
ter of record. A cursory examination 
of that record should throw some light. 

e Fact number one is that news- 
papers own, control or have financial 
interests in more than one-fourth of 
the television stations in operation. 
The proportion becomes higher if 
magazine publishers, like Time-Life 
and Meredith (Better Homes and Gar- 
den), are included. 

e Fact number two is that news- 
papers have obtained a larger per- 
centage of the tv channels than the am 
frequencies. They have interests in less 
than one-fifth of the radio stations on 
the air. 

e Fact number three is that news- 
papers have done much better than 
theatre interests (the only other im- 
portant competitive media to broad- 
casting) in acquiring tv stations. 


How will the vote go? 


e Fact number four is that the news- 
papers are the largest single class of 
radio or tv station owners. They have 
built their way or bought their way 
into broadcasting on a huge scale and 
they are continuing to do so. 

e Fact number five is that while 
newspapers get into the broadcasting 
business broadcasters do not go into 
the newspaper publishing field—for 
reasons which will be discussed later. 

e Fact number six is that FCC pol- 
icy, which prefers non-newspaper over 
newspaper applicants in _ contested 
cases where other qualifications are 
equal, is not rigid. 

e Fact number seven is that the 
FCC has never refused to approve the 
sale of a radio or tv station to a news- 
paper. So there’s nothing to prevent a 


newspaper from buying a station. 


Many Stations Newspaper Owned 


Almost every major city in the na- 
tion has at least one tv station owned 
by a newspaper. In New York, the 
Daily News owns wrtx. In Chicago, 
the Tribune owns WGN-TV. In Los An- 
geles, the Times-Mirror owns KTTV 
and the Copley Newspapers own KCOP; 
in Philadelphia, the /nquirer owns 
WFIL-TV and the Bulletin owns WCAU- 
TV. In Detroit, the News owns WWJ-TV. 
In St. Louis, the Post-Dispatch owns 
KSD-Tv. In 


Cleveland, the Press 


(Scripps-Howard) owns wews. In 
Cincinnati, the Times-Star owns WKRC- 
TV and the Post (Scripps-Howard) 
owns WCPO-TV. In Baltimore, the Sun 
owns WMAR-TV and the News Post 


(Hearst) owns WBAL-TV. In Washing- 


Newspapers find going rough 
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ton, D.C., the Post owns WTOP-TV and 
the Evening Star owns WMAL-TV. In 
San Francisco, the Chronicle owns 
KRON-TV 

Some of the many other markets 
with stations wholly or partially news- 
paper owned are Birmingham, Jack- 
sonville, Atlanta, Louisville, Portland, 
Me., Duluth, Minneapolis, Kansas 
City, Buffalo, Rochester, Syracuse, 
Winston-Salem, N. C., Akron, Colum- 
bus, O., Dayton, Oklahoma City, Har- 
risburg, Pa., Erie, Pa., Lancaster, Pa., 
Reading, Pa., Memphis, Dallas, El 
Paso, Fort Worth, Houston, Salt Lake 
City, Norfolk, Spokane, Wheeling and 
Milwaukee. 

The foregoing, on its face, would 
seem to give little support to the con- 
tention that the FCC discriminates 
against newspapers. But it should be 
pointed out that many newspapers be- 
came broadcasters long before televi- 
sion became a commercial service and 
like other radio station operators it 
was as natural for them to be attracted 
to tv as for radio set makers to go into 
the manufacture of tv receivers. It was 
primarily as broadcasters that they 
went into tv. In only a few cases, have 
newspapers made their first entry into 
broadcasting via video. 


Other Reasons 


But whether or not background in 
broadcasting leads newspapers into tv, 
there are other reasons which draw 
them to the visual medium. Television 
is new, exciting, dynamic, promising. 
lt attracts newspapers as it does thea- 
tre operators, manufacturers, insur- 




































ance companies, and even churches 
(which, incidentally, entered ihe field 
through the radio route). 

Doubtless, if some new development 
in the news media would catch on 
something like facsimile—it would at- 
tract the newspapers just as tv attracts 
the radio broadcaster. Lacking such a 
field for expansion and, perhaps, in- 
surance, and in face of a trend toward 
fewer dailies, the newspapers have 
been drawn to tv. With the enormous 
investment required to start a metro- 
politan newspaper today, even if the 
economy could support one, it is logi- 
cal that the relatively smaller capital 
outlay needed and greater promise of 
a tv station would steer the publisher 
to the new medium. 


Big Tv Editorial Staffs 


Because of the limited opportunities 
offered, obviously, television operators 
do not venture into the newspaper 
field. But many tv stations have moved 
into news operations with sizable edi- 
torial staffs equipped to report as 
swiftly and as efficiently as a city desk. 

To a publisher denied a television 
license in his community it is small 
comfort to know that newspapers all 
over the country are operating tv sta- 
tions. What have they got against me, 
he is likely to ask. 

The answer may be found in three 
channel contests including newspaper 
applications which have reached the 
stage of final decisions by the FCC. 

The first of these is the award of 
channel 3 in Shreveport, La., to radio 


(Continued on page 100) 
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Programming by Size of Market Areas 


NETWORK 
TOTAL programs 


hours percent 


TOTAL programs 


NON-NETWORK 


LIVE programs 


hours 


percent 


hours 


percent 


FILM programs 


hours percent 





top 10 market areas | 


37.2 


34.0 


70.8 


66.0 


32.8 


31.0 


T 


| 35.0 


38.0 





llth to 25th market areas 


46.1 


60.5 


53.9 


24.9 


21.7 


36.6 | 








26th to 50th market areas 


49.7 


50.3 


17.4 





51st to 100th market areas 


92.5 


16.3 | 





101st to 200th market areas 


15.1 


26.2 | 34.0 





201st to 300th market areas 


12.4 


26.6 | 45.7 





301st to 301st market areas 

















Programming by Number of Stations in Market Area 


NETWORK 


TOTAL programs 


hours percent 


TOTAL programs 


hours 


percent 


LIVE programs 


hours 


percent 








NON-NETWORK 


FILM programs 


hours percent 





4 or more stations 


26.1 


73.0 


72.9 


32.4 


32.3 


40.6 | 40.6 





3 stations in market 





54.5 


56.9 


21.2 


22.1 


34.8 








2 stations in market 


59.6 


17.2 


19.7 


35.2 | 39.9 





1 station in market 


62.1 


12.9 


27.3 | 42.2 





average all markets 


























ours of télevision programming on 
the air are continuing their steady 
climb. Still only a few markets show a 
sign that the saturation point has been 
reached. 
Today, the average station telecasts 
83.4 hours each week—nearly twice 
the on-the-air average at the end of 


the war and a generous 25 per cent 
above the figure when the FCC freeze 
was lifted. 

This has happened in spite of the 
phenomenal growth in stations from a 
pre-freeze total of 108 to the persent 
410. 


Station managers find filling these 
ever-increasing hours with quality pro- 
gramming is a problem. On an average 
station the networks take care of 44 
per cent of the schedule, leaving a fat 
56 per cent that must be filled locally. 

To help station managers compare 


their own operations with those of 
similar stations in similar markets in 
other parts of the country, TELEVISION 
AGE has made a careful check of all 
types of stations. The resulting figures 
and facts give an accurate picture of 
how station programming is divided 
today. 

The average station fills 20 per cent 
of its 83.4 hours of weekly time with 
live programs. The other 36 per cent 
is film, either syndicated or full-length 
feature. 


Number of Stations Important 


The number of stations in a market 
tends, of course, to determine the num- 
ber of hours stations operate. Outlets 
in markets with four or more stations 
average 100.2 hours on the air. Those 
in three-station markets show slightly 
less—95.7 hours. The mean for a two- 


station market is 88.2 hours per week 
while the figure for one-station mar- 
kets is 64.8 hours. 

An average station in one of the top- 
ten market areas in the country is on 
the air 108 hours. Rather surprisingly, 
stations in the llth to 25th market- 
area-class program more hours than 
114.2 per week. 

An explanation for the longer pro- 
gramming in the 11th to 25th market 
areas may be found in the fact that 
two of the largest markets in the first 
ten, New York and Los Angeles, have 


the top ten 


seven stations each, some of which do 
not stay on the air as many hours 
daily as do all stations in some of the 
slightly smaller areas where the station 
saturation is not so complete. 

After the 25th market area, hours 
of programming per week diminish as 


(Continued on page 79) 
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Money marathons 


wFiL-tv Philadelphia raised $361,795 in star-studded telethon for UCPA 


Telethons on local stations across the country spotlight 

















he impact of television has been 

proved emphatically many times, 
but probably no proof is more con- 
vincing than the success of the medium 
as a money-raiser. 

One of the most-used formats for 
these efforts is the telethon—that con- 
troversial marathon variety program, 
liberally sprinkled with tear-jerking ap- 
peals, which has been tried at least 
once by 90 per cent of the stations in 
the nation. 

Admittedly, telethons can be poor 
programming, although some of the 
most successful have been liberally 
supplied with top talent. But, financi- 
ally, a great number have been huge 
successes for the charity involved since 
in most cases both talent and time were 
contributed. 


Average Take $80,000 


A check of more than 100 telethons 
held during the past year shows that 
the average take from each is around 
$80,000, and while there have been in- 
stances where fewer than half the 
pledges were collected the payment 
usually runs around 90 per cent. 

Well over $25 million is raised lo- 
cally each year by telethons conducted 
by the individual television stations in 
the United States. 

There are telethons where more 
money is paid than was pledged. WAAM 
Baltimore recently was promised $144,- 
000 in an 1814-hour Celebrity Parade 
for Cerebral Palsy but collected $175.,- 
900. Pledges of $203,000 were made 
to WFBM-TV Indianapolis in a 16-hour 
telethon for the same charity, but $241,- 
000 was paid in. wcco-Tv Minneapolis, 
again for Cerebral Palsy, reports $151,- 


000 collected after $132,000 had been 
pledged during a 15'4-hour program. 

At the other extreme are experiences 
like that of wveT-Tv Rochester, where 
a 5'%-hour drive for the March of 
Dimes resulted in pledges of $6,000, 
but only 40 per cent of this was col- 
lected. The poor collection record was 
blamed on the fact that the station had 
been on the air only three months when 
the drive was held, and adequate time 
had not been allowed to prepare for 
the collection of funds. 


Opinions Are Emphatic 


Station management is _ inclined 
toward emphatic opinions on telethons. 
A poll of stations shows that about 35 
per cent, including some of the nation’s 
top stations, are unalterably opposed 
to them in any form. Of the remaining 
65 per cent at least a fourth say that, 
although telethons on their stations 
were “successful,” they would not hold 
another. 

The remaining 45 per cent of all 
stations strongly favors the telethon 
as a method of raising money, promot- 
ing the charity and the station. 

One of the most successful drives was 
staged by KTLA Hollywood for the City 
of Hope and lasted for 17 hours. Over 
$400,000 was pledged and $385,000 
actually paid in. The format was based 
on the premise that an audience could 
be retained only so long as it was en- 
tertained. Instead of one m.c. through 
the entire program, 17 top m.c’s. were 
pressed into service. Seventeen top- 
name orchestras—one for each hour— 
were used. A minimum of six star per- 
formers took part for each 60-minute 
segment. Four of these actually per- 


formed, and two made brief appeals 
for funds. 

WHAS-TV Louisville has held three 
telethons. From a financial standpoint 
they have been thoroughly successful. 
The campaign for Cerebral Palsy in 
1952 raised $115,000, and that in 1953 
brought in $172,000. But after the 
second, Victor A. Sholis, vice president 
and director, felt a reservation about 
the medium of mass communication 
devoting its facilities to raising money 
in such an intensive fashion for one 
specific agency. With this in mind the 
telethon (on both radio and ty) this 
year was different. Called the Crusade 
for Children it was intended to help all 
mentally and physically handicapped 
youngsters. Top talent was brought in 
from outside to backstop the WHAS-TV 
entertainers. $156,000 was paid, more 
than was pledged, during the drive. 

The money was allocated by a group 
of five clergymen who form the WHAS 
Radio panel, The Moral Side of the 
News. This group includes a Catholic, 
a Jew, a Baptist, a Presbyterian and a 
Unitarian. A full-page newspaper ad- 
vertisement addressed to the “People 
of Louisville” explained the charities 
for which the moncy was allocated. 

“We insisted that any agency re- 
ceiving a grant must spend it within 
Kentucky and southern Indiana,” says 
Mr. Sholis. “Because of this rule, even 
though our total contributions in 
1954 were less than in 1953, more 
money will actually remain within this 
area. We will wait and see how the 
grants are used and how the projects 
work out before we decide Ww hether we 
will do another. If we should undertake 
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Spot rates 
tend to be as 
high or higher 
than network in 
middle-sized 


markets 


What price 
television? 


This is the second of two articles 
studying the difference in network and 
spot rates. The first, published in the 
March issue, dealt with stations in the 
54 largest television markets. 


ore often than not national spot 
M rates in medium-sized television 
markets are as high, or higher, than 
network rates. 

Surprising? Well, perhaps, but a 
study of the 148 stations covering mar- 
kets with between 90,000 and 299,000 
television receivers claimed for their 
coverage areas shows that it is true. 

Take a look at the table on this 
page. Of these 148 stations 37, or 25 
per cent of the total, charge more for 
an hour of national spot time than 
they do for an hour network. In this 
group of medium-sized markets there 
is more than twice as big a percentage 
of high-spot, low-network rate sta- 
tions as is found in the 54 top tele- 
vision areas, those with 300,000 or 
more sets within their signal range 
(“What price television?”, TELEVISION 
AGE, March 1955). Of these larger 
stations only 12 per cent charge more 
for an hour of prime spot time than 
for the same hour on the network. 

Another 48 stations have exactly the 
same rate for spot advertisers as they 
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Oklahoma City 


KMPT uhf 
KTVQ uhf 
KWTV vhf 
WKY-TV vhf 
Davenport-Rock Island 
WHBF-TV vhf 
woc-TV vhf 
New Orleans 
WDSU-TV vhf 
WIMR-TV uhf 


Belleville—(See March rmLEVISION 


Bay City—Saginaw 


WENX-TV uhf 
WNEM-TV vhf 
Roanoke-Lynchburg 
WLVA-TV vhf 
WSLS-TV vhf 
Des Moines-Ames 
KGTV uhf 
WHO-TV vhf 
WOI-TV vhf 
Omaha 

KMTV vhf 
Wwow-TV vhf 
Rochester, N. Y. 
WHAM-TV vhf 
WHEC-TV vhf 
WVET-TV vhf 


Wheeling, W. Va.—(Shown 


Wheeling-Pittsburgh) 


Network and Spot Rates in 


(Including each market where top station claims 


SETS 


101,000 
167,381 
256,102 
296,081 


268,947 
295,156 


292,587 
108,992 


140,000 
289,793 


152,000 
288,976 

76,500 
286,000 
247,590 


283,150 
283,150 
281,960 


281,790 
281.960 


NETWORK 


SPOT 


NAT. 


-_ $250 
$200 225 

DuM-650 

CBS-750 700 
715 750 
700 700 
700 700 
800 700 
250 250 

AGE listing under St. Louis) 

200 300 
425 425 
200 250 
600 500 

DuM-200 

ABC-150 200 
550 550 
550 500 
800 700 
800 700 
800 600-Film 

700-Live 

700 600 
700 600 


NAT 


SPOT 
(1-hr. nite) (1-hr. nite) (20-sec. 


gs 


50 
100 


40 
110 
100 


140 
140 


) 


NAT. 
(ID's) 
$25 

30 
70 
15 


70 
70 


75 
25 


140-Film-46.67 
170-Live-56.67 


140 


in March TELEVISION AGE listing under Steubenville- 


WISE-TV uhf 32,350 
WLOS-TV vhf . 277,000 
Enid, Okla. 

KGEO-TV vhf 265,421 
Oak Hill, W. Va. 

WOAY-TV vhf 262,840 
Poland Spring, Me. 

wMTW vhf 259,933 
Denver ; 

KBTV vhf 253,576 
KFEL-TV vhf 253,576 
KLZ-TV vhf 253,576 
KOA-TV vhf 253,576 
Winston Salem-Greensboro, N. C. 
WFMY-TV vhf 252,716 
WSJS-TV vhf 245,189 
WTOB-TV uhf $1,230 
San Diego 

KFMB-TV vhf 245,167 
KFSD-TV vhf 245,167 
Cedar Rapids-Waterloo 

KCRG-TV vhf 116,333 
WMT-TV vhf 245,120 
KWWL-TV vhf 140,763 
Tulsa-Muskogee 

KTVX vhf 245,000 
KOTV vhf 248,650 
KV00-TV vhf 242,000 
Portiand, Ore. 

KOIN-TV vhf 242,064 
KPTV uhf 204,798 
Hartford-New Britain 

WGTH-TV uhf 241,236 
WKNB-TV uhf 219,422 
West Palm Beach 

WEAT-TV vhf 225,000 
WIRK-TV uhf 41,220 
WINO-TV vhf 222,500 
San Antonio 

KENS-TV vhf 223,978 
WOAI-TV vhf 223,978 
Wilmington 

WDEL-TV vhf 223,029 
Nashville-Old Hickory 

WSIX-TV vhf 216,940 
WSM-TV vhf 205,165 
WLAC-TV vhf 221,750 


150 


200 
375 


4150 


ABC-700 
CBS-800 
600 


350 


175 
250 


675 
575 


550 
550 


150 
250 


225 


350 


200 
250 


600 


575 


425 


30 
35 


30 


40 


120 


120 
100 


Ses 


150 


175 
120 


70 
70 


110 
110 


100 


75 
110 
110 


15 
17.50 


15 


yee essa ¢ 


40 


40 
15 


40 
55 








pin Ep shan ts Gia 








sin 


laims 


NAT. 
(ID’s) 
$25 

30 
70 


75 


70 
70 


75 
25 


42.50 


SSuai & 


aa 


soos os 


aac 


wa a 








SETS 
| Reading 
WEEU-TV uhf 95,000 
: WHUM-TV uhf 219,870 
| Rockford 
: WREX-TV vhf 219,257 
WTvo uhf 96,400 
H Peoria 
i WEEK-TV uhf 214,837 
WTVH-TV uhf 214,000 
Green Bay-Marinette 
WBAY-TV vhf 210,000 
WMBV-TV vhf 175,000 
Erie 
WICU-TV vhf 208,500 
: WSEE-TV uhf 48,309 
Elkhart-South Bend 
WSJV-TV uhf 204,103 
WSBT-TV uhf 205,321 
Wilkes Barre, Pa. 
WBRE-TV uhf 200,000 
WILK-TV uhf 195,000 
Harrisburg, Pa. 
WCMB-TV uhf ood 
WHP-TV uhf 193,002 
WTPA-TV uhf 193,002 
Durham, N. C. 
| WTVD vhf 185,690 
| Scranton, Pa. 
| WARM-TV uhf 181,397 
WGBI-TV uhf 185,000 
| WTvU uhf 150,424 
Ada, Okla. 
KTEN vhf 182,000 
Salt Lake City 
KSL-TV vhf 167,200 
KTVT vhf 167,200 
KUTV vhf 181,500 
Cambridge—(Shown in March TELEVISION 
Monroe 
KNOE-TV vhf 176,500 
Tulare-Fresno, Calif. 
KVVG uhf 73,S0e 
KJEO-TV uhf 142,796 
KMJ-TV uhf 134,000 
Akron, 0. 
| WAKR-TV uhf 174,066 
Adams-Pittsfield, Mass. 
WMGT uhf 169,015 
Springfield, Mass. 
WHYN-TV uhf 156,000 
WWLP uhf 156,000 
Waterbury, Mass. 
WATR-TV uhf 156,000 
Utica, N. Y. 
WKTV vhf 153,000 
Hutchinson-Wichita, Kan. 
KTVH vhf 151,726 
KAKE-TV vhf — 
KEDD uhf 124,311 
Terre-Haute, Ind. 
WTHI-TV vhf 147,000 
Bakersfield, Calif. 
KBAK-TV uhf 87,000 
KERO-TV vhf 146,398 
New Castle-Youngstown 
WKST-TV ubf 146,367 
WFMJ-TV uhf 146,000 
WKBN-TV uhf 146,000 
Portland, Me. 
WCSH-TV vhf 141,504 
WGAN-TV vhf 136,078 
WPMT uhf 50,100 
* Set figures are from TELEVISION AcE January Set Count, 
stations. Rates are from January rate cards. 





Medium-Sized Television Markets 


coverage of between 90,000 and 299,000* television sets) 


NAT. NAT. 

NETWORK SPOT SPOT 
(1-hr. nite) (1-hr. nite) (20 sec. 
150 150 20 

300 300 60 

400 400 380 

250 250 50 

375 400 80 

200 350 70 

400 400 30 

300 250 40 

600 700 140 

150 200 40 

250 250 50 

300 300 60 

475 400 70 

ABC-225 

DuM-250 250 40 
250 200 30 

250 250 50 

250 350 70 

325 300 60 

225 225 45 

250 300 60 

_ 200 40 

150 225 30 

550 575 150 

550 550 100 

500 450 75 


250 


200 
300 
350 


150 


250 
300 


200 


425 
425 


350 


400 


DuM-200 
ABC-150 
300 


200 
350 
300 


250 
200 


300 


325 
450 


300 


250 


300 
300 


200 


475 


425 
375 


400 


235 
400 


200 
350 
350 


300 
250 
150 


AGE listing under Boston) 


60 


65 
90 
90 


85 
75 


) 


40 
25 


40 
35 


40 
20 


70 
20 


25 
30 


75 


50 
37.50 


32.50 
45 


30 


20 


20 


30 


42.50 
37.50 


40 


23.50 
40 


20 
35 
35 


30 
25 
15 


(Continued on page 69) 


based on 


reports submitted by 






do for network: This accounts for 32 
per cent of the 148 station total. Com- 
paring these same-rate-for-both-net- 
work-and-spot stations with the top 54 
television markets shows that here 
again middle-sized 


higher comparative spot rates than do 


markets have 


the larger areas. Of 112 stations in 
the large-market category 23, or 20 
per cent, have the same rates for the 
two classifications of advertisers. 

Only 63 stations out of the entire 
group of 148 middle-sized stations 
charge less for national spot than they 
do for network. That is 43 per cent 
of the total. 

This is a decidedly different pattern 
than that for the top 54 markets. In 
that bracket 75, or 112 stations, charge 
less for spot time than they do for 
network. 

Taking these facts as a guide it 
would seem that advertisers looking 
for time bargains would buy spot pro- 
grams to cover the large markets— 
network programs for the smaller. 
Actually, of course, this isn’t possible. 
Basic network stations (the must 
buys) are located, for the most part, 
in the larger population centers and 
are the first markets you get when 
you buy a network program. 

Since the TELEVISION AGE rate study 
has now covered 260 stations (in- 
cluding the study of top markets in 
the March issue) it is possible to ar- 
rive at average figures for the 136 
markets in which those stations are 
located. 

Of the 260 stations 51 charge a 
higher rate for premium spot time than 
they do for network. That’s 19 per 
cent of all stations. 

Some 71 stations in the same group 
charge exactly the same for network 
and spot time. That’s an additional 
27 per cent. 

The remaining 138 stations, or 53 
per cent of the total, charge less for 
spot time than they do for network. 

Twenty-second spot announcement 
rates for most of the middle-sized mar- 
ket stations are usually in the area of 
20 per cent of the one-hour spot rate, 
but, here again there are exceptions. 
Some stations charge a little more 
and some a little less. 

One station in the midwest has a 
20-second rate which is just over 12 
per cent of its one-hour spot rate. 
(Continued on page 69) 
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Film series include Terry and the Pirates . . . 





Britain’s Richard Greene as Robin Hood .. . 
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It’s Official 


Changes and growth 
feature story of this 
film distributor 


Boris Karloff as a detective in Colonel March of Scotland Yard . . . 














ms: ur story is as simple as A, B, C” 

O says soft-spoken, articulate 
Harold L. Hackett, president of Official 
Films, Inc., New York. “A, we took over 
a home-movie company; B, we changed 
iis policy, and, C, we are now making 
a profit.” 

And profit isn’t the only thing that 
Official Films is making. Official has 
just acquired four new film properties, 
is negotiating for three new half-hour 
programs. Clearly, the show is on the 
road. 

But it hasn’t always been that way. 
During its first year of operation, Of- 
ficial Films had only two men in one 
small New York office. (The company’s 
bulging force now occupies a spacious 
New York, 12 sales head- 
quarters throughout the country and a 
warehouse in Ridgefield, N. J., for 
technical, accounting and shipping de- 


suite in 


partments.) Furthermore, Official was 
able to boast only two film properties 
back in 1950. The company lost a pure 
$178,000 that first year and sank $884,- 


000 into the red before it started to pull 





L. Hackett 


Herb Jaffe 


up and out three years later. 

Originally, Official Films, Inc. was 
founded back in 1945 by Aaron Katz. 
As a home-movie firm, it sold 8 and 16 
mm. shorts and features (the 8 mm. 
films the 16 


sound) at prices ranging from $1.75 to 


were silent; mm. had 
$17.50. The catalogue offered more 
than 350 titles to “home, school, club 
or church,” with subject-matter rang- 
ing from cartoons, through “Organ- 
logues,” to operas. By 1949, the com- 
pany was grossing over $1 million an- 
nually and was considered No. 2 in the 
home-movie field. (Castle Films was 
No. 1.) 

Then, in the latter part of that year. 
a group described as “prominent broad- 
casters and entertainers,” bought con- 
trolling interest in Official. Isaac D. 


(“Ike”) Levy, veteran Philadelphia ra- 
dio and television entrepreneur and 
bigtime stockholder and 
board member of the CBS networks, 
was head of the purchasing group. 


longtime, 


These men conceded their interest in 
Official Films was spurred by the recent 
and rapid growth of that new medium, 
television. 

The buyers took inventory of their 
purchase, found that, besides the 350 
home films, they had acquired 2,000 
three-minute musicals. Official had pur- 


chased these “Music Hall Varieties.” 


as they were called, from the Soundie 
Catalogue, the ill-fated and short-lived, 
juke-box movie scheme of James Roose- 
velt and Mills Novelties. But only half 
the 2,000 titles seemed like possible tv 
material. 


Orbit to Whirl 


During its first year under new man- 
agement, Official tried to reorganize its 
thinking from the home-school-church 
orbit to the home-television-bar whirl 
and reddened its ledgers by nearly 
$180,000. 

Hurting for more television films, the 
new management ran an experiment the 
following year, 1951-52. It bought the 
Jerry Fairbanks studio as well as that 
producer’s properties, Front Page De- 
tective and the Bigelow Theatre series. 
Official believed it was not only pick- 
ing up more films it could syndicate, but 
would also be able to produce its own 
product on the Fairbanks lot. 

But the experiment was a dud. Mr. 
Fairbanks got his studio back within a 
few months; the distribution rights to 
lis films, at the end of the year. Off- 
cial’s losses mounted to a second-year 
total of $524,000, a third-year total of 
nearly $900,000. Obviously, the suc- 
ceeding year, 1952-53, was to be a 
critical one. 

It's a reflection of the investors’ 
courage, credit and cush that they didn’t 
play it timidly. Instead, they plunged 
head-first into the post-freeze tclevi- 
sion pool, 

Their primary coup was to be named 
distributors for three properties which 
they sold nationally and, proverbially, 
like hotcakes. The first property was 
Terry and the Pirates, produced by 
Dougfair Productions and sold to 
Canada Dry Ginger Ale in 60 markets 
on a syndicated basis. The second was 
My Hero, a Don Sharpe production 


starring Robert Cummings and sold to 
Philip Morris, Ltd. for Dunhill ciga- 
rettes on the NBC network. Last, they 
took Four Star Playhouse from Four 
Star Productions ( Dick Powell, Charles 
Boyer, David Niven and Don Sharpe) 
and sold it to the Singer Sewing Ma- 
chine Co. on the CBS Television net- 
work. 

These three deals put Official on the 
map. The company increased its office 
space for the first time and, also for the 
first time, allowed itself the luxury of ex- 
panding its sales force—to five men. 
When all returns for the critical 1952- 
Official had 
chalked up a gross of “over $5 million.” 


53 campaign were in, 
But that wasn’t all. It was also able to 
report a first-time profit of $76,000. 
There was, of course, still more to 
come, more profits and more changes. 
And one of the most important changes 
was naming a new president, Harold 
Hackett, tall, greying and handsome. 
Hal, as his associates call him, came 
to his new office with a briefcase jam- 
med with the right kind of experience. 
He started his career with General Out- 
door Advertising, then moved on to a 
four-year stay with NBC. He joined the 
1933, 
helped to build first its radio and then 


Music Corp. of America in 


its television departments and became 
one of the corporation’s first vice 
presidents. 

But after 20 MCA years, Hal Hackett 
“just got sick of it all and left,” in 
February 1953. He had no idea of what 
he was going to do, except “not worry 
it,” but decided to go to the 


Bahamas to figure his future out. He 


about 


sziled off to a place called, appropriate- 
ly, “Paradise Beach” and ran smack 
into Ike Levy. 


Island to Island 


Mr. Levy by all means had an idea 
for the Hackett future. “How 
coming over with Official?” he asked. 


about 


And one month later, in April of 1953, 
Hal Hackett was back on Manhattan 
Island as president of the film organi- 
zation. 

“The first thing I did was to make a 
study of the company,” the 50-year-old 
president now recalls. “It didn’t take 
me long to find out the only policy that 
could work for us was to serve exclu- 
sively as a sales distributor.” His rea- 
scn wasn’t academic, for no one at 


(Continued on page 85) 
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Grey (Continued from page 41) 


NBC account to Grey by the way he 
handled the network’s Film Division) 
has full belief in radio, feels it grossly 
underrated. 

He advises even heavy tv spenders 
to buy radio as “reminder advertis- 
ing,” explaining that “you must get 
audiences where they are.” If radio 
were introduced today as a totally 
new medium, he adds, “Everyone 
would consider it a helluva circulation 
buy.” 


Show and Tell 


He feels that video is only “50 per 
cent effective without demonstration” 
and tests its adviseability with the 
question, “Can we use it with 100 per 
cent effectiveness?” One of Grey’s 
clients, Doeskin Products, decided 
their answer to that one was negative, 
has recently 
radio. 

Having a hit show and the right 
commercial is only half the battle, says 
this production expert. After that, 
commercials must be merchandised for 
both the dealer and consumer, “Other- 
wise there is only a 50-cent return on 
the advertising dollar.” Observing 
that Grey’s merchandising sense is 
what has really promoted the agency’s 
growth, Hollender says, without preju- 
dice, “Our group is really no. 1 in this 
know-how.” 


A primary part of tv-merchandising, 


turned from video to 


he feels, is “complete integration of a 
show and its star” so that the per- 
former becomes, in the mind’s eye, the 
salesman. Grey recently delivered a 
pretty sound little example of the tech- 
nique—in color—for RCA records on 
the widely-applauded Peter Pan show. 
The agency was unable to get Mary 
Martin into the message personally, of 
course. But they solved it neatly, as 
some 65 million Americans now know. 
To sell the RCA album, Baird marion- 
ettes of Miss Martin and other cast 
members broke into a post-perform- 
ance reprise of the tunes. Says Hollen- 
der, “That’s the part of musicals I al- 
ways like best—when you're leaving 
the theatre and the orchestra plays the 
score through once more.” 

Curiously, this is one agency that 
was not named, as it sounds, for a Mr. 
Grey. When Valenstein founded it as 
a direct mail business, he decided with 
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Two minutes made tv history after the first Exquisite Form 
commercial was shot last fall. The elaborate film cost $25,000. 


modesty not to name it for himself. 
People had too much difficulty in re- 
membering his name. Besides, he ex- 
plains today, “A really good agency is 
not a one-man operation.” In what has 
since become a fable of adland, he 
picked Grey, “because the office walls 
were painted that color.” And when 
the agency recently moved into its new 
four-floor quarters, the foyer walls of 
reception rooms were painted, again, 
grey. 


Two for Three 


Fatt recalls that when he joined the 
agency in 1921, there were only two 
desks for three people. “When all of 
us were in the office together, one had 
to stand.” By that time, Grey had 
moved from direct mail to placing and 
writing advertisements, was quickly 
learning the retailing point of view 
which has become so useful. 

Some ads written at that time turned 
up when the agency moved recently. 
They still look pretty good, Valenstein 
says with pride. 

The young organization managed to 
survive the depression and slowly in- 
crease its volume, and, by the end of 
the second World War—and the au- 
thorization of commercial television in 
1946—had grown to a substantial $8- 
million gross. In the few years since, 
Grey has shifted from modest to 
major expansion, has added a hefty 
$20 million to its volume. Although tv 
is not the only staff on which Grey 


has leaned, the past two years have 
shown how important it can be—and 
can become. 


On the Agenda 


Larry Valenstein looks forward to 
the future today with confident ease 
and, at times, seems almost reluctant 
to mention the past. “Only old folks 
talk about the past. We’re young,” he 
protests. Right now, he’s considerably 
more excited about color television, 
predicts a possible set circulation near 
70 million within another decade. Will 
his group be ready? It already is, as 
the Peter Pan commercial proved. 

Meanwhile, the agency calendar is 
loaded with new projects—introducing 
a new product for Block drugs, a new 
idea for the Campbell kids and a new 
client, still to be announced. So, al- 
though the name is Grey, the forecast 
is assuredly bright. 








Reprints of 
“RICH RURAL MARKETS,” 
Featured in the 
March Issue of 
Television Age, 
are available 
at 25c each, 20c each 
in lots of 20 or more. 
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TELEVISION AGE 


s predicted in last month’s Spot 

Report, March—especially the last 
two weeks of the month—saw an up- 
swing in spot placements after several 
weeks of listless activity. 

In the rush of placements two fac- 
tors are emerging: 

1. While the concentration of activi- 
ty is still in New York—and will con- 
tinue there—several major markets 
across the country are important ori- 
gins of national and regional tv busi- 
ness. 

For example, one major rep reported 
that most of the business coming 
through its Chicago office originated 
in cities outside of Chicago, such as 
Detroit, Minneapolis, St. Louis and 
Milwaukee. Cities like Atlanta, Dallas 
and Boston have figured noticeably in 
spot placements over the last month. 

2. Sparked by Procter & Gamble, 
daytime spot is expanding rapidly. 
P&G is exerting the same influence on 
daytime spot as it did on daytime net- 
work. It is concentrating on minute 
announcements since it feels—as it did 
in radio—that the one-minute sell can 
give greater sales impact at less cost 
than an evening 20-second ID. It is 
using daytime announcements for Duz, 
Fluffo, Secret, Ivory Soap and other 
products. 

As a matter of fact, the packaged 
soaps have become the major users of 
spot television: The expenditure by 
this category of products in spot tv 
jumped fivefold within a year. During 
the last quarter of 1954, according to 
hitherto unreported figures released by 
N. C. Rorabaugh, package soaps spent 


April 1955 





REPORT 


a four-week 
review of 
current activity 
in national 
spot tv 


$1,521,911, in comparison to $344,- 
708 for the last quarter of 1953. This 
expenditure should go well past the 
$2-million figure for the first quarter 
of 1955. 

At the same time, a great deal of 
attention is being centered on the 
dentifrice war being waged by Colgate 
and Procter & Gamble. Colgate’s Brisk 
has been using spot tv in test markets, 
an act that stimulated Procter & 
Gamble’s Gleem to step up its activity 
in several markets on an out-and-out 
competitive basis. 

When Philip Morris announced that 
it was dropping Lucy and local dailies 
simultaneously crowed that the money 
was to be spent in print, TvB’s hard- 
selling president, Oliver Treyz, jumped 
into the foray. 

With presentation under arm, he 
hurried down to the Philip Morris 
headquarters for a previously arranged 
meeting with Al Lyon, chairman of 





John Kucera appointed vice president 
in charge of all time buying activities 
at Biow-Beirn-Toigo, Inc., N. Y. 


the board, and his lieutenants. TvB 
showed how Philip Morris could do 
an effective job by using spot tv. Treyz 
followed up on his initial meeting 
with some effective ammunition by en- 
listing the cooperation of the reps and 
member stations. 

It now appears that on the basis of 
TvB’s efforts Philip Morris will prob- 
ably go into spot. The company was 
last reported as mulling over how ex- 
tensive a campaign to use. 


ADAM HAT STORES, INC. 
(Friend, Reiss Advertising, N. Y.) 


The agency has just taken over the 
retail advertising for Adam Hat. Plans 
are in the making now for a campaign 
which will definitely include tv spot. 
Ed Ratner, tv and radio director, is the 
contact. 


AMANA REFRIGERATION, INC. 
(Maury, Lee & Marshall, N. Y.) 


The manufacturer of freezers and room 
air conditioners has no plans for a tv 
spot campaign of its own but has film 
available for local dealers in a co-op 
setup. Last year some 75 dealers used 
tv spot with Amana’s co-op plan. Charles 
B. Ripin is the agency .contact. 


AMERICAN EXPRESS CO., INC. 
(Benton & Bowles, Inc., N. Y.) 


As part of last year’s campaign to 
promote the use of travelers checks, 
American made a free offer of one 
20-second film to banks throughout the 
country. In all, 93 banks bought time and 
used these spots. This year the company 
is expanding its tv part of its campaign 
and has ready four tv film commercials, 
two 20-seconds and two 50-seconds, which 
it is offering again at no charge to the 
almost 21,000 banks (including branches) 
in the U. S. which carry American 
Express Travelers Checks. William 
Stilwell, account executive, is the contact. 


THE ARMSTRONG RUBBER CO. 
(Biow-Beirn-Toigo, Inc., N. Y.) 

A t i for A: it Ti 
will get'underway in the middle of April 


in 40 markets. One-minute and 20-second 
films ‘will be used and will be slotted in 


(Continued on page 61) 
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This is WAVE-TV's coverage 
area, based on engineering © 
studies ond mail response. 


KENTUCKY 





I you're rushing hither and yon, seeking the 
biggest TV audience in Kentucky and 
Southern Indiana, use your head — 
prop a telephone against it and... 


CALL YOUR REGIONAL DISTRIBUTORS ! 





Go ahead, talk with your jobber in 
Louisville . . . 


. . . then in Evansville (101 air miles) 
. « « then in Lexington (78 air miles) 


Ask each, “What TV stations do you and your 
neighbors prefer?” 


The calls will cost a few bucks, but you'll have the 
facts . ., and you can relax again! 


WAVE-TV 


CHANNEL 3 LOUISVILLE 


FIRST IN KENTUCKY 
Affiliated with NBC, ABC, DUMONT 


SPOT SALES 
Exclusive National Representatives 
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evening times to reach the male audience. 
The campaign will run for 13 to 26 weeks, 
depending on the market. E. G. “Gerry 
Van Horson is the timebuyer. 


BEECH-NUT PACKING CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


The maker of Beech-Nut gum has begun 
a limited use of tv ¥ to capture the teen 
age and young adult audiences. Minutes 
and 20-seconds will be used. Lucy Kerwin 
is the timebuyer. 


BLATZ BREWING CO. 
(William H. Weintraub & Co., Inc., N. Y.) 


The beer affiliate of Schenley Industries 

has just added the Superior market to its 
six other Wisconsin markets—Eau Claire, 
Green Bay, Madison, Milwaukee, Oshkosh 

and Wausau—in presenting the Ziv series, 
The Eddie Cantor Co Theatre. Lester 
mented, agency vice president, is the 

contact. 


BREYER ICE CREAM CO. 
(McKee & Albright, Inc., Philadelphia) 


The co —-g-{ is standing 7. on its 
year-'round tv_ spot schedule in 
Philadelphia, ‘Washington and New York, 
even with summer coming on. However, 
look for an expansion of Breyer spot 
activity in ‘56. Evelyn R. Walmsley is 
the timebuyer. 


BRISTOL-MYERS CO. 


(Young and Rubicam, Inc., N. Y.) 


The company’s heavy 13-week spot 
schedule for Bufferin will be over in 
mid-April. B-M is as yet undecided as to 
whether it will drop or continue the 
campaign. The markets used are: 

New York, Philadelphia, Chicago 

Dallas-Ft. Worth, ouston, ‘Te Angeles 
and San Francisco. Martin Murphy, 
associate media director, is the agency 
contact. 


BROCK CANDY CO. 
(Liller, Neal & Battle, Atlanta) 


Brock was one of the first candy 
companies in the south to use raf In the 
fall of 1954 they ran a schedule of 10- 
second announcements on 31 stations in 
28 markets. Not currently doing anything 
in spot tv but the agency anticipates 
there ‘will be some activity ain in the 
fall. Sarah Williams, media director, is 
the contact. 


BULOVA WATCH CO, 
(McCann-Erickson, Inc., N. Y.) 


The newest Bulova campaign which kicked 
off March 15 includes a year-’round tv spot 
schedule of 20-second film spots on 

stations. Mildred Fulton is the timebuyer. 


BUXTON, INC. 
(Doyle Dane Bernbach Inc., N. Y.) 


The billfold and wallet manufacturer of 
Springfield, Mass. will try tv spot in one 
test market to drum up Father’s Day 
Seetieess. If test is successful Buxton 
will do more tv spot. Jean Simpson is 
the timebuyer. 


HARRY T. CAMPBELL SONS CORP. 


(VanSant, Dugdale and Co., Inc., 
Baltimore) 


This apring. Sakrete, a ready mixed 
cement, will use tv spots in major markets 
within the area from Boston south to 
Washington and west to Cleveland. Robert 
Vv. _— , director of tv and radio, is the 
contact. 


CANTRELL & COCHRANE, subsidiary 
of National Phoenix Industries 


(Cunningham & Walsh, Inc., N. Y.) 


The makers of the soft drink Super Coola 
just shifted the account from Ted Bates. 

Still too early for the ‘“‘man from C & W"’ 
to have definite tv spot plans since he will 
not get the budget until the end of April. 
However, the company has been a heavy 





John T. Dunford has joined Roy S. 
Durstine, Inc., N. Y. as director of 
media, in charge of all print and 
broadcasting media. 


user of spot tv in the east and 
New England. Jeremy Sprauge is the 
timebuyer. 


CARSTENS PACKING CO., Division 
of Hygrade Food Products Co. 


(Pacific National Advertising Agency, 
Seattle) 


Celebrating its golden anniversary, the 
northwest meat packers began using on 
March 24 tv spots together with other 
media for a 13-week saturation schedule. 
Miss G. M. Nyman, media director, is the 
timebuyer. 


CINCH PRODUCTS, INC. 
(Hixson & Jorgensen, Inc., Los Angeles) 


The maker of cake, bread and biscuit 
mixes has just appr inted Hixson & 
Jorgensen to han all advertising. The 
agency has begun and will continue 
placement of a heavy saturation tv spot 
schedule in several southwest markets. 
Ross L. Sawyer, account executive, is the 
contact. 


COLGATE-PALMOLIVE, CO. 
(William Esty Co., Inc., N. Y.) 


The company in launching a new product, 
Brisk Tooth Paste, used three tv test 
markets. It can be expected that Colgate 
will increase its tv spot as soon as all the 
results of the test are in. Frank Mahon 
is the timebuyer. 


CONTINENTAL OIL CO. 
(Benton & Bowles, Inc., N. Y.) 


The practice of the Houston company, 
er of Conoco oil and gas, is to double 
its tv spot coverage in a few months after 
it begins a campaign. In 1954, Continental 
opened its tv spot schedule in 13 markets 
and after a few months picked up 14 more 
markets, ending the year with 27-market 
total. In 1955, it opened with 27, has 
already added 23 and expects to pick up a 
few more before calling a halt. The 
company uses announcements, five-minute 
news-weather-sports shows and in several 
markets the Ziv series, The Eddie Cantor 
Comedy Theatre. Conoco territory is 
roughly from Rockies eastward to the 
Mississippi and from Canada down to 
Mexico. nk Carvell is the timebuyer. 


COLONIAL STORES, INC. 
(Liller, Neal & Battle, Atlanta) 


This chain of 350 supermarkets runs a 
weekl half hour film, ‘‘Nancy Carter's 
Cook ok,’’ produced by Liller, Neal and 
Battle, in 19 Se armets throughout eight 
southern states. In addition, in the same 
area, Colonial has a schedule of 10-second 
announcements on 20 stations and one- 
minute film Sate on 15 stations. 
Williams, media director, is the contact. 


COTY, INC. 
(Franklin Bruck Advertising Corp., N. Y.) 


The cosmetic firm is looking at its tv spot 
schedule (see March Spot Keport) with an 
idea for extending it. Nothing definite as 
yet. Alice Ross is the timebuyer. 


THE DAVISON CHEMICAL CORP, 
(St. Georges & Keyes, Inc., N. Y.) 


On March 22, the manufacturers of 
industrial chemicals and fertilizers started 
an eight-week test spot, a 15-minute 
program on Tuesday nights 6:45 to 7:00 
called *‘Farm Facts,’’ over WNCT 
Greenville, N. C. William J. O’Brion is 
the contact. 


DOYLE PACKING CO. OF LOS 
ANGELES 


(Ruthrauff & Ryan Inc., Chicago) 


The company is poemating: | its Strongheart 
Dog F’ood in Phoenix and Tucson with a 
five-minute Monday-W ednesday-Friday 
live program. ‘the show attempts to 
restore lost dogs to their owners, and 
features local children as well. It is 
scheduled for an undetermined period. 
Holly Shively is the timebuyer, 


DREWRYS LIMITED U. S. A., INC, 
(MacFarland Aveyard & Co., Chicago) 


The beer company has bought The Eddie 
Cantor Comedy Theatre, a Ziv series, 
replacing another Ziv program, Favorite 
Story. Already running in Chicago, the 
new series will graduaily take over in 12 
other midwestern markets as the 
Favorite Story contracts expire. The 12 
markets are: Bay City, Cadillac, Cedar 
Rapids, Detroit, Des Moines, Elkhart, Ft. 
Wayne, Grand Rapids, Lansing, Rock 
Island, Terre Haute and Toledo. Beverly 
Hicks is the timebuyer. 


EMERSON DRUG CO. 
(Lennen & Newell, Inc., N. Y.) 


The company has finally lined up time 
and station and co-sponsors in 20 markets 
and in early April will get its 52-week tv 
spot campaign underway. In 17 markets 
the maker of Bromo Seltzer ‘will use Ziv's 
latest film series, The Science Fiction 
Theatre: New York, Boston, Philadelphia, 
Baltimore, Washington, Harrisburg, 
Syracuse, Greensboro, Charlotte, 
Indianapolis, St. Louis, Grand Rapids, 
Detroit, Buffalo, Cleveland, Chicago and 
Salt Lake City. In Los Angeles Emerson 
is using Ziv’s I Led Three Lives and Mr. 
District Attorney was bought in Portland. 
Richard Eyman is the timebuyer. 


FARM BUREAU MUTUAL AUTO 
INSURANCE Co. 


(Ben Sackheim, Inc., N, Y.) 


At the request of its agents in the 
upstate New York area, in March the 
company instituted a tv spot campaign 
through mid-April of 16 one-minute and 
20-second film spots per week on stations 
in Binghamton, Syracuse, Utica and 
Watertown. The company is changing 
its name in September to Nationwide 
Insurance Co, and will go after nationwide 
business. The possibilities of the company 
using tv at that time seem very good. 
Mrs. Rita Shine, media director, is the 
contact. 


FORD MOTOR CO. 
(J. Walter Thompson Co., N. Y.) 


Ford dealers throughout the country have 
heen e ~ pom their advertising and in 
many of Ford's 33 districts have used tv 
spot. Texas dealers in eight Texas markets 
are sponsoring the Ziv series, The Eddie 
Canter Comedy Theatre. (Dallas-Ft. 
Worth, Wichita Falls, Lubbock, Midland, 
San Angelo, Abilene, Temple-Waco and 
Tyler. J. William Brower, the agency 
account man in Dallas, is the contact.) 
Other areas currently reported to be using 
announcements include Knoxville, New 
York, Atlanta and some markets in 
Louisiana. The J. Walter Thompson field 
man in each area is the contact. 


(Continued on page 64) 
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‘Leads Houston by 


s LANDSLIDE 


49 out of 50 top Houston shows” are on KPRC-TV 





PRC-TV George Gobel 61 KPRC-TV _Buick-Berle Show 42 KPRC-TV Mickey Rooney KK) 
PRC-TV Waterfront 57 KPRC-TV Truth or Consequences 42 KPRC-TV People Are Funny 32 
KPRC-TV My Little Margie 52 KPRC-TV Circle Theatre 41 KPRC-TV Mr. Peepers KY 4 
KPRC-TV ~ This Is Your Life 52 KPRC-TV |! Married Joan 41 KPRC-TV Dinah Shore (Tuesday) 32 
KPRC-TV Your Hit Parade 52 KPRC-TV Ramar of the Jungle 41 KPRC-TV Curly Fox and Texas Ruby 32 
KPRC-TV . You Bet Your Life 51 KPRC-TV Donald O’Connor 40 KPRC-TV Going Hollywood Ky 
KPRC-TV _ Dragnet 49 KPRC-TV TV Playhouse 39 KPRC-TV Racket Squad 31 
KPRC-TV ~ Fireside Theatre 49 KPRC-TV | Led Three Lives 39 KPRC-TV Badge 714 30 
KPRC-T Million Dollar Movie 49 KPRC-TV City Detective 38 KPRC-TV Imogene Coca 30 
KPRC-T Roy Rogers 46 KPRC-TV _ Ellery Queen 38 KPRC-TV News Caravan (Wednesday) 29 
KPRC-TV Lux Video Theatre 45 KPRC-TV Dear Phoebe 37 KPRC-TV News Caravan (Thursday) 29 
KPRC-TV Comedy Hour 44 KPRC-TV Darts for Dough 35 KPRC-TV Corliss Archer 28 
KPRC-TV Ford Theatre 44 KPRC-TV__ It’s a Great Life 35 Station B What's My Line 28 
KPRC-TV Producer’s Showcase 44 KPRC-TV Houston Wrestling 35 KPRC-TV Eddie Fisher (Wednesday) 28 
PRC-TV Cisco Kid 43 KPRC-TV Annie Oakley 35 KPRC-TV Kit Garson 28 
KPRC-TV Life of Riley 43 KPRC-TV Cavalcade of America 34 KPRC-TV News Caravan (Monday) 27 
KPRC-TY Robert Montgomery 42 KPRC-TV News Caravan (Tuesday) KK] . 


*Hooper January +955 
(Pulse — 39 out of 40; ARB—38 out of 40) 











TV Hooperatings (evenings Sunday through | 





Saturday 6:30 to 10:30 P.M.), show KPRC-TV 







share of television audience three times 






greater than Station B, and twice as large as 








Stations B, C and D combined. 


STATION STATION 






cnaWwii 


HOUSTON 


JACK HARRIS, 
Vice President and General Manager 


Nationally Represented by 
EDWARD PETRY & CO. 


FIRST IN TV EXPERIENCE WITH OVER 500 MAN-YEARS 
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GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


In mid-April the Post Cereals division will 

gin a tv spot campaign usin 
announcements in some 12 markets in 
the central time zone. William Murphy is 
the timebuyer. 


GILLETTE SAFETY RAZOR CO. 


(Tatham-Laird Inc., Chicago) 


The Toni Company's tv spot announcement 
campaign for bbi Home Permanent is 
row in approximately 50 markets. The 
campaign which began in some markets 
the early part of March will be continued 
for an indefinite period. Don Grasse is 
the agency contact. 


_THE GLIDDEN CO. 


(Meldrum & Fewsmith, Inc., Cleveland) 


The Glidden Paint Division which has 
participated in co-op tv for some time is 
about to undertake a tv spot campaign on 
its own. Bruce Stauderman, tv director, 
is the contact. 


GOLDEN GIFT, INC, 


(Harris & Whitebrook Advertects, Inc., 
Miami) 


The makers of fresh Florida orange juice 
have augmented their east coast tv spot 
coverage by going west, adding Davenport 
and Rock Island and are in the process 
of placing time on stations in Wisconsin 
and Minnesota. All told, Golden Gift is 
now in 35 markets and will continue to 
increase its spot activity into all markets 
of the country except those on the west 
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coast. The Florida firm is using one- 
minute and 20-second spots as well as 
participations in children’s and women's 
shows. Joan Stark, tv-radio media director 
located in New York, is the contact. 


GRIESEDIECK BROTHERS 
BREWERY CoO. 


(Ruthrauff & Ryan Inc., St. Louis) 


The beer company is to sponsor Ziv's 
‘the Eddie Cantor Comedy Theatre in ten 


. Missouri-Iowa-Kansas-Illinois markets. 


Sponsorship of the film series already 
started in St. Louis, begins at varying 
dates in the nine other markets. In 
addition, the brewery has bought another 
Ziv show, I Led Three Lives, in two 
markets, and MCA’s The Lone Wolf for 
St. Louis. Oscar A. Zahner, vice president, 
is the contact. 


GUNTHER BREWING CO. 
(Bryan Houston, Inc., N. Y.) 


The brewing company launched its 
campaign to introduce its first label 
ow since repeal of prohibition brought 
Gunther back in business and increased 
its tv spot activity in Baltimore, 
Washington and five other markets in 
Virginia, West Virginia, Delaware and 
Southern Pennsylvania. Robert Lillien is 
the timebuyer. 


ROBERT HALL CLOTHES, INC, 
(Frank B. Sawdon, Inc., N. Y.) 


For its spring campaign covering men’s, 
women's and children’s clothing, Robert 
Hall is now in the midst of a 17-week 
tv spot campaign in three areas. 1. In 
the deep south, started Feb. 14 on 12 
stations in 7 markets. 2. In mid-south, 
started Feb. 21 on 7 stations in 6 markets. 
3. The rest of the country, started Feb. 
28 on 50 stations in 40 markets. When 
these schedules are completed (in June), 
both the number of markets and the 
frequency will be adjusted down. At 
least 65 per cent of the markets, however, 
will continue through summer, the rest 
taking a hiatus. But Robert Hall will be 
back strong in tv spot in the fall, 
_——— adding to their coverage. Jerry 
ess, vice president in charge of tv 
and radio, is the contact. 


H. G. HASTINGS CO. 
(Liller, Neal & Battle, Atlanta) 


This seed and garden supplies company 
operates throughout the south and 
southwest with over 500 dealers. It is 
now running a 15-minute garden show In 
the Atlanta market only which is in its 
third year. Plans have not yet been 
formulated for an extension of its tv 
coverage. Sarah Williams, media director, 
is the contact. 


HAWLEY & HOOPS, INC. 
(Ted Bates, Inc., N. Y.) 


The makers of M & M candies added some 

25 stations to its year-’round television 

= schedule. Frank Thompson is the 
mebuyer. 


HOUBIGANT SALES CORPORATION 
(Emil Mogul Co., Inc., N. Y.) 


For its new deodorant ‘April Showers,’’ 
the company is going into five test 
markets for 13 to 26 weeks in early May. 
Lynn Diamond is the timebuyer. 


JAMES INDUSTRY, INC. 
(Atlantic Advertising Co., N. Y.) 


The makers of the “Slinky’’ toy have 
done some co-op tv in the past but will 
try a tv spot compeig= on their own 
beginning in the They will use 
mostly ene in local children 
shows. illiam D. Silverstein, media 
director, is the contact. 


S. C. JOHNSON & SON, INC. 
(Foote, Cone & Belding, Chicago) 


The company is scheduling a nationwide 
spot campaign for ‘‘Deep Gloss Carnu.’’ 
Genevieve Lemper is the timebuyer. 


LS 








KEEBLER WEYL BAKING CO. 
(McKee & Albright, Inc., Philadelphia) 


The company for its Club Crackers 
stepped up its year-’round tv spot 
schedule with ditional ID’s during all 
of March in Philadelphia, Baltimore, 
Washington, Lancaster, New York, 
New Haven, Pittsburgh, Salisbury and 
St. Petersburg. Some more ‘“‘additional’’ 
activity is likely in the fall. Evelyn R. 
Walmsley is the timebuyer. 





LANGENDORF UNITED BAKERIES, 


(Biow-Beirn-Toigo, Inc., San Francisco) 


Langendorf bought Steve Donovan, 
Western Marshall, film series syndicated 
by NBC Film Division and produced by 
Jack Chertok’s Vi-Bar Productions, for 
13 markets in California, Oregon and 
Washington beginning the week of April 
4. Norman Mork, San Francisco office 
manager, is the contact. 


H. W. LAY & CO., INC, 
(Liller, Neal & Battle, Atlanta) 


The seller of potato chips, peanuts, 
gee butter and fritos are currently in 
markets with the TPA release of 
Ramar of the Jungle. The 39-week film 
series will be over at the end of June. 

e company will probably not renew its 
tv spot activity until fall. Sarah Williams, 
media director, is the contact. 


V. LA ROSA & SONS, INC. 


Stee Baker, Hagedorn & Smith, 
nc., 


The company is introducing a new food 
line, Italian-style meatballs in sauce. It 
bought a 10 to 12 week schedule in 
Baltimore and now has tv spot schedules 
in eight markets. The others: New York, 
Philadelphia, Pittsburgh, Providence, 
Boston, Schenectady and New Haven. In 
all eight markets, the present campaign 
ends in the middle of May. La Rosa will 
continue tv spot coverage through the 
summer in at least three of these eight 
markets. Further plans are not yet 
definite. Elizabeth Thompson, media 
director, is the contact. 


MONARCH WINE CO. 
(Emil Mogul Co., Inc., N. Y.) 


In the last month the makers of 
Manischewitz Wine have added two 
stations to their schedule raisine their 
total coverage to 133 stations. The 
company is now in the process of setting 
up their post-Easter-Passover budget 
which means that the company will cut 
back heavilv from its total coverage, 
with probably around 80 stations being 
held throuzh the summer. However, 
Monarch’s fall campaign which ‘will begin 
about middle September might exceed all 
previous schedules. Elaine Schachne is 
the timebuyer. 


THE NATIONAL BREWING CO. 
(W. B. Doner & Co., Detroit) 


This brewing account, a heavy tv spot 
user in the southeast, has been expanding 
its distribution and with this will come 
extended tv spot coverage. North Carolina 
and Tennessee are to be the two newest 
states in the National sphere. 


— SEWING MACHINE SALES 


(Grey Advertising Agency, Inc., N. Y.) 


In San Francisco the company is 
sponsoring a half-hour program one day 
a week which will be over April 24; in 
Chicago they are in the midst of an 
across-the-bo quarter hour show, 
ending date May 27 and in San Diego 
their 19 week sponsorship of once-a-week 
half-hour show will take them through 
to. June 10. No other plans disclosed at 

time. Sy er, account 
executive, is the contact. 





Joan G. Stark, formerly a timebuyer 
at Wm. H. Weintraub, made tv and 
radio media director at Harris & 
Whitebrook Advertects, Inc., Miami. 


NOMA LITES, INC. 


(Charles Anthony Gross Advertising, 
Miami) 


For Noma Spray, an underground lawn 
sprinkler system, the company has tv spot 
activity under consideration in the near 
future. Charles A. Gross is the contact. 


OLIN-MATHIESON CHEMICAL 
COR 


. 


(VanSant, Dugdale and Co., Inc., 
Baltimore) 


Super Pyro and U.S.I., Permanent anti- 
freeze products of Olin-Mathieson, will 
use tv spots in some 40 or 50 markets in 
the fall. Details not yet set. Robert V. 
Walsh, director of tv and radio, is the 
contact. 


PETER PAUL, INC. 
(Dancer-Fitzgerald-Sample, N. Y.) 


The candy manufacturer, a heavy spot 
user, will slack down its campaign in 
the summer, as will all chocolate 
candymakers. Peter Paul is now in the 
“thinking”’’ and ‘“‘talking” stage on its 
fall plans. Tv spot will most likely again 
take the bulk of the company’s broadcast 
budget. Extent of schedule will depend on 
local weather (lower temperatures mean 
higher tv usage) and national chocolate 
prices (lower prices also mean higher tv 
usage). Jack Stack is the timebuyer. 


PHILIP MORRIS & CO. LTD., INC. 
(Biow-Beirn-Toigo, Inc., N. Y.) 


The company is still formulating plans 
for the placement of money that has been 
going into network tv. (I Leve Lucy) 
Television spot will, of course, get a play 
and probably a heavy one. Definite ‘word 
on the campaign is expected about the 
end of April. Gerard Van Horson is the 
timebuyer. 


PIEDMONT AVIATION, INC. 
(Liller, Neal & Battle, Atlanta) 


Piedmont Airlines is running a 10-second 
announcement schedule on 15 stations in 
11 markets in its coverage area which 
includes the states of Florida. Georgia, 
North and South Carolina. Tennessee, 
Virginia, West Virginia, Ohio, Michigan, 
Alabama, Mississippi, Louisiana, 
Kentucky, Arkansas and Texas. Sarah 
Williams, media director, is the contact. 


PILLSBURY MILLS, INC. 
(Campbell-Mithun, Inc., Minneapolis) 


The milling company bought Flamingo 
Films half-hour film series Stars of the 
Grand Ole Opry to start in Sevtember. 
Close to 40 markets have already been 
bought and probably a few more will be 
nicked between now and starting time. 
The schedule is to run for 52 ‘weeks—39 
first runs and 13 repeats—and will feature 
a group of Pillsbury products. James 
Smith, account man, is the contact. 


(Continued on page 66) 





heehee teeth tt tet tetee 


look ma, 
No 
cowboys! 


You’ve probably seen signs 
right in your own home that 
viewers are tiring of, and are 
not sure who sponsors the 
endless succession of horse op- 
eras, and guys flying to the 
moon. That’s one reason we 
decided to produce a new 
series... 


Captain Gallant 
© of the 
Foreign Legion 


This is the first show of its 
kind in all television, and it’s 
loaded with viewer appeal: 
one of history’s most exciting 
groups of fighting men—right 
on their home grounds, plus a 
name star, and an audience 
jack-pot “juvenile.” 


Built-in merchandising 

—absolutely free 
36,000 free premiums for 
every market in this first-ever 
merchandising program. Plus 
special posters and commer- 
cials—also free. 


60 markets sold 

to H. J. Heinz 
Yes, H. J. Heinz recognized a 
sure winner in “Gallant” and 
bought the show (via Maxon) 
for showing on 60 NBC 
stations. 


Remaining markets are avail- 
able on local or regional basis. 
Act fast while they last to get 
“Gallant” for markets where 
you need a sure sales builder. 


|! Television 
Programs of 


a America, Inc. 
477 Madison Avenue, N.Y.C. 
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remember 
“Beall 
Geste?” 


—with either Ronald Colman 
or Gary Cooper? Have you 
ever heard anyone mimic 
Charles Boyer’s “Come with 
me to the Casbah?” 


If you can answer “yes,” you 
know there’s a lot of box- 
office in shows with a French 
Africa backdrop. And that 
appeal comes through very 
strongly in a brand new 
series ... 


Captain Gallant 
© of the 
Foreign Legion 


Thanks to the French Govern- 
ment, the show features the 
Legion — playing itself. It 
stars Buster Crabbe, intro- 
duces his son, “Cuffy,” in a 
role that’s the very stuff day- 
dreams are made of. 


Bought by Heinz 

in 60 markets 
After Heinz saw the show, it 
didn’t take them long to buy 
it (via Maxon) for showing 
on 60 NBC stations. “Gallant” 
has everything they were 
looking for—and more! 


Brand new 
sales plan—free 

Complete, continuing, inte- 
grated merchandising — free 
to local sponsors: posters, 
commercials, 36,000 premiums 
—free for every market. It is 
a sales plan that will sweep 
goods off the shelves. 

Check now on remaining avail- 
abilities for this sure winner. 


i Television 
Programs of 
America, Inc. 

477 Madison Avenue, N.Y.C. 
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Spot (Continued from page 65) 


PUREX CORP., LTD. 
(McCann-Erickson, Inc., N. Y.) 


For Purex Bleach, the company started 
on March 21 a 13-week campaign in some 
50 stations throughout the country using 
mostly day minutes. Frances Velthuys is 
the timebuyer. 


PURITAN MILLS 
(Liller, Neal & Battle, Atlanta) 


The company is now using spots in the 
Atlanta market for My-T-Pure Flour. 
From time to time it goes beyond the 
Atlanta area and has used a half-hour 
show. Sarah Williams, media director, is 
the contact. 


RALSTON PURINA CO. 
(Guild, Bascom & Bonfigli, San Francisco) 


The company is using the half-hour 
version of the one-hour film series, 
Bandstand Revue, produced by Paramount 
Television Productions, in Seattle, 
Portland, San Francisco, St. Louis, 
Cincinnati and Providence. More markets 
are expected to be added. 


RAYCO MANUFACTURING CO., INC. 
(Emil Mogul Co., Inc., N. Y.) 


The makers of auto seat covers and 
cushions are placing one-minute film spots 
in 20 new markets beginning April 15. 
That brings Rayco’s market total to 55. 
Lynn Diamond is the timebuyer. 


RINGLING BROS. and BARNUM & 
BAILEY CIRCUS 


(Monroe Greenthal Co., N. Y.) 


The circus is coming to tv spot! For the 
attraction’s 40 performances in New York, 
which began March 30 and goes through 
May 8&—one-minute and 20-second filmed 
spots and ID slides and telops were 
bought on WRCA, WABD, WABC and 
participations spots on WATV’s Junior 
Frolics. As many as 60 spots were bought 
on WRCA beginning on March 18 and 
extending through the run of the show. 
This year marks the first time Ringling 
Bros. has used tv. They anticipate buying 
tv spots ahead of and during their stay 
in the major tv marekts. From New York 
the show goes to Boston, then to 
Baltimore, Washington, Philadelphia and 
through Pennsylvania, New Jersey, 
Connecticut, Massachusetts, New 
Hampshire and Vermont and on to Canada 
before swinging back to Chicago and the 
midwest in July. Spot Report will follow 
the route of the circus giving advance 
playing dates each month. Harvey 
Schulman, tv and radio director, is the 
contact. 


ROTO-BROIL CORP. OF AMERICA 
(Product Services, Inc., N. Y.) 


The company has appropriated $300,000 for 
a tv spot campaign featuring the Roto- 
Magician. It expects to place time in 50 
cities for 13 weeks starting around April 
4. They are i ay Bn participations in 
local shows, d of og, RA and any 
time that is available. ** Martha Rose is the 
timebuyer. 


THE SHIRTCRAFT CO., INC. 
(Friend, Reiss Advertising, N. Y.) 


has just taken over the 
account. ° company has announced a 
substantial increase in its ad budget and 
tv spot will Sane get a good share. 

A spot campaign is now — worked 
out. Ed radio director, is 
the con’ 


The agen 


er, tv and 


SHULTON, INC. 
(The Wesley Associates, N. Y.) 


As reported in the March Spot Report, the 
makere of toiletries aa Old Spice shaving 
products will sponsor the film 
series, Paris Prec Precinct. But instead of 
playing the previously stated 30 markets, 
pk, Shulton campaign will hit the top 20 

The film series which starts in early 
april ‘will run for 13 weeks, take a summer 
hiatus, then return at the end of 
September for an additional 13 weeks. 
Joseph D. Knap, media director, is the 
contact. 


THE SIEGLER CORP. 
(Dancer-Fitzgerald-Sample, Inc., Chicago) 


The manufacturers of oil and gas space 
heaters has just appointed D-F-S to 
handle advertising for both oil and gas 
divisions. It’s too early to tell what tv 
spot activity will be cooking but the 
onomy y has announced that 1955 ad plans 

for an outlay of more than $1.5 
on Harry Pick, media director, is 
the contact. 


SOUTHERN BAPTIST CONVENTION 


(Westheimer & Block, St. Louis and 
Reggie Schuebel, Inc., N. Y.) 


Within a short time the Convention will 
distribute pre-tested scripts to 30,000 
churches for presentation by local tv 
stations throughout the country. In 
addition, plan calls for filming a _ series 
of half-hour programs which will be 
placed by the Convention on a spot basis. 
However. this will not take place until 
early 1956. James H. Stobie, account 
executive, is the agency contact. Reggie 
Schuebel is the New York contact. 


A. E. STALEY MANUFACTURING CO. 
(Ruthrauff & Ryan Inc., Chicago) 


For its new laundry aid, “‘Sta-Puf’’ (a 
fabric softener). the company is 
scheduling one-minute and 20-second 
filmed spots in New York, Philadelphia, 
Washineton. Atlanta, Detroit, Chicago. 
St. Louis, Kansas City, Dallas-Ft. Worth, 
Los Angeles and San Francisco. Spots 
will begin at varving dates in these 
markets, are currently set to start the 
last week in May and the first week in 
Tune. Duration of the camnaign is 
described as ‘“continuing."’ Frank W. 
Julsen, account executive, is the contact. 


STAZE CO. 
(J. Walter Thompson C., N. Y.) 


The company’s first-time entry into tv 
beran March 14 with a 26-week spot 
campaign consisting of four 
announcements per week in four markets 
—Abilene, Amarillo, Savannah and 
Zanesville. Day times are being used in 
Amarillo and Savannah and nieht spots 
in other two markets. Mario Kircher is 
the timebuyer. 


SWEET-ORR & CO., INC. 
(Peck Advertising Agency, Inc., N. Y.) 


The company, manufacturers of work 
clothes and industrial uniforms. started 
April 4 over WABC-TV New York with 
a five minute sport show, 6:45-6:50 
starring Russ Hodges and Bill Stern 3 ™ 
26 weeks. Further tv spot plans not 
determined at this time and will, to a 
large extent depend on the results of 
the New York schedule. Mary Lou Quinn 
is the timebuyer. 


WAXED PAPER INSTITUTE, INC. 
(Ruthrauff & Ryan Inc., Chicago) 


The Institute, the national association of 
manufacturers of waxed paper, is 
scheduling a_ test a yy tae ~ See 
markets to back waxed | 
‘wrapping for bread. Kickoff s} planned 

for April 11 over WCAU-TV Philadelphia 
with 20-second animated film spots on 
Class AA time. Other markets to be tested 
will be announced in May. Holly Shively 
is the timebuyer. 
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27% more than in 1951 © 
for a 1953 total of $183,855,000! (Sls. Mgt. 1952-54) 


More than is sold in Miami, 
: : : 
Indianapolis or New Orleans! REPRESENTED BY PETRY 


WRATHER-ALVAREZ BROADCASTING, INC. SAN DIEGO, CALIF. 


We've got more people, making more, spending more 


and watching Channel 8 more than ever before! America’s more ma rket 
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GUILD SCORES: Baan WITH FILM SYNDICATION’S 


res FOUN 
"KO 
REDUCE 


quarter-hours per week 


TV’S BIGGEST VALUE 


YOUR LOWEST COST-PER-THOUSAND BUY! 


Daytime ratings are climbing throughout the country— yet 
time-costs are lower and time-clearance easier. Now is the 
time to stake out your claim in the sales-productive daytime 

. . and IT’S FUN TO REDUCE is the one show that’s 
designed to bring you more viewers, more sales . . . at LOWER 
cost! More than just an entertainment vehicle, [T’S FUN TO 
REDUCE is actually a keen-edged sales and merchandising 
tool that has proved its ability to bring fast results. Contact 
GUILD today and get full details! 


A PROVED WINNER! LOADED WITH 


IT’S FUN TO REDUCE has been tested 


and proved as a “live” show in Pitts- SALES-PRODUCING 
burg f by one of the nation’s largest MERCHANDISING GIMMICKS: 


sete chain operations! 





Successful? Beyond the sponsor’s wild- 
est dreams—as a matter of fact, more 
than 350,000 women visited the sponsor’s 
stores specifically to ask for a “FUN TO 
REDUCE” exercise chart . . . and the 
show has consistantly outrated every other 
local daytime show in the Pittsburgh area! 




















, J4\/ GUILD %¢ FILMS 


iN 







460 PARK AVENUE, NEW YORK 22,N. Y. © MUrray Hill 8-5365 




















Rates in Medium - Sized Tv Markets | Rates (Continued from page 51) 


(Continued 51 : ; 
eemneed ree peat ae) Another, in the far west, figures its 

















NAT. NAT. NAT. 
SETS NETWORK SPOT SPOT SPOT | 
(1-hr. nite) (1-hr. nite) (20 sec.) (ID's) | 20-second rate at 29 per cent of the 
Bellingham, Wash. spot hour. 
KVOS-TV vhf 140,653 150 200 40 20 | 
Most ID’s are computed at half the 
Decatur, Tl. 2 3 
WTVP uhf 140,000 200 300 o 30 20-second rate but here again there 
Sioux City, Ia. are some free-thinkers. One of the ex- 
KTIV vhf 139,450 275 250 50 25 , . 
KVTV vhf 125.788 300 300 60 30 ceptions is an eastern market where all 
Charleston, S. C. three stations have an ID rate rang- 
WCSC-TV vhf 128,498 300 300 60 30 . a 35 - f the 20 
WUSN-TV vhf 138,000 300 300 60 30 ing down to oo per cent o 1e ZU- 
Quincy-Hannibal, Mo. second charge. 
WGEM-TV vhf 136,032 200 200 40 20 
KHQA-TV vhf 128,900 250 250 40 20 - 
‘ ; Based on One-Time Rates 
Rome, Ga. 
WROM-TV vhf 135,290 — 150 25 15 See ee 
Of course the entire TELEVISION AGE 
Columbia, 8. C. ‘ ° 
WCOS-TV uhf 66,000 200 200 40 20 study of rates is based on highest one- 
WIS-TV vhf 133,342 350 350 87.50 43.75 oti : dae 
WNOK-TV uhf 67,000 200 200 40 20 time rates for times indicated. They 
Johason City, Tenn. do not take into consideration fre- 
WJHL-TV vhf 129,360 NBC-250 5 : 
ABC-CBS-250 250 50 25 quency discounts which almost all sta- 
DuM-200 , , z 
eeitiiie, te. tions offer or the special contracts 
WJBF-TV vhf 127,700 250 250 50 25 eer a a eo, 
wRDW-TV hws 110,000 s00 300 ro m4 _ which some stations make. These in 
St. Petersburg, Fla. | centive to buy discounts often make 
WSUN-TV uhf 124,000 250 325 65 32.50 wee . ee 
, ’ a big difference in the station’s overall 
Wateriloo-Ft. Wayne - 
WIN-T u 117,028 250 300 60 30 rate picture. 
WKJG-TV uhf 112,200 400 350 70 35 ian : 
St. Joseph, Mo. All in all tv rates are becoming more 
araesv “ss an5,088 mad ox = = st-bilized. The law of supply and de- 
Bloomington, Mil. ° . » e j 
WBLN-TV uhf 113,242 — 200 40 20 mond is operating efficiently towar« 
Raleigh, N. C. this end. Rates in television, like those 
WNAO-TV uhf 112,600 200 250 50 30 > ; edi q ' 
theses ‘Gite, Ba. in competing media, tend to refiect t . 
BEES-S¥ vas 228,008 7 - ” * results an advertiser can expect for his 
Cape Girardeau, Mo. : 
KFVS-TV vhf 110,000 150 250 30 20 money. 
Chattanooga 
WDEF-TV vhf 109,834 350 350 70 35 (Editor’s Note: In the rate study of 54 top tv 
Sica: idlien markets, in the March issue, WTRF-TV Wheel- 
- = ‘ ing, W. Va., was listed in error as a uhf sta- 
WdTV ubf - 63,967 200 200 40 20 tion. It is a vhf operating at 316,000 watts on 
WLBT , vhf 98,472 275 200 40 20 channel 7. Also WGBS-TV Miami was listed in 
WSLI-TV vhf 108,000 225 200 40 20 error as a vhf. It is uhf with 134,760 uhf sets 
Sioux Falls, S. D. reported. In the listing for KMBC Kansas City 
KELO-TV vhf 107,311 230 300 60 30 the half hour spot rate of $540 was given as the 
one hour rate.) 
Lincoln, Neb. 
KOLN-TV vhf 107,204 CBS-400 
ABC-DuM-200 250 50 25 
Phoenix-Mesa 
KOOL-TV vhf 106,800 350 425 80 40 
KPHO-TV vhf 101,523 500 450 90 45 
KVAR vhf 101,523 550 450 90 45 
Sacramento 
KCCC-TV uhf 106,500 400 100 80 40 
Anderson, 8S. C. 
WAIM-TV uhf 101,200 150 200 40 25 
Florence, 8S. C. 
WBTW vhf 100,000 200 250 60 30 





Muncie, Ind. 
WLBC-TV uhf 97,500 200 225 45 22.59 











Montpelier, Vt. 
WMVT vhf 97,173 230 250 50 25 
Austin, Minn, 
KMMT vhf 95,951 200 150 30 18 
f The Market 
Knoxville, Tenn. 
WATE-TV vhf 95,110 300 300 60 30 The Power 
WTSK-TV uhf 80,050 250 250 50 25 The Set-count 
Semate, Tex. The Facilities 
CEN-TV vhf 94,292 250 250 50 25 The Kseuthew 
Harrisonburg, Va. H 
WSVA-TV vht 93,971 200 200 30 15 for efficient 
; sales in 
Spokane 
KHQ TV vhf 92,310 400 500 100 50 tobaccoland 
KREM-TV vhf 91,970 300 350 70 35 ph stows 
KXLY-TV vhf 93,803 300 400 30 40 ; 
Rochester, Minn. WHCT 
KROC-TV vhf 92,386 290 200 40 20 PRIMARY CBS AFF. 
Austin, Tex. : 
KTBC-TV vhf 92,207 300 300 60 30 Greenville, N. c. 
Vek, Pa 100,000 watts full time 
WNOW-TV uhf 87,400 200 200 30 20 A. Hartwell Campbell, Gen. Mgr. 
© . 2 
WSBA-TV ubf 90,000 250 200 37.50 20 John E. Pearson Co., Inc., Nat'l Rep. 
(Note: Set figures are from TELEVISION AGE, January Set Count, based on reports 
submitted by stations. Rates are from January rate cards.) 
April 1955, Television Age 














































































69 











WSFA-TV 


MONTGOMERY, ALA. 


of THE KATZ AGENCY, INC. 


A Nedanil Srlet KGparetenddiire 


WSFA-TV, CHANNEL 12 - NBC TELEVISION 
AFFILIATED WITH WKY & WKY-TV 
OKLAHOMA CITY, OKLA. 
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Markets (Continued from page 43) 


stations on the air in the United States 
proper) with the 1954 population 
figures (161,195,000) reveals that the 
average station serves 401 thousand 
people. 

But this figure is by no means con- 
stant in all parts of the country. 

Florida, the area growing fastest east 
of the Mississippi river, has 9 vhf and 
5 uhf stations. Each averages to serve 
251 thousand persons inside the state 
itself, a figure well under the national 
average. However, the Florida market 
is a premium one, and at the present 
rate of growth each station’s viewer 
potential will rise. 

Largest number of people per station 
is in the northeast. The New England 
area (Maine, New Hampshire, Ver- 
Massachusetts, Rhode Island, 
Connecticut) with 11 vhf stations and 
11 uhf’s serves 9,843,000 people, an 
average of 655 thousand per station. 

The middle Atlantic states (New 
York, New Jersey, Pennsylvania) with 
27 vhf and 21 uhf stations, serve 447 
thousand per station. 


mont, 


Western States Example 


The rapidly growing western states 
furnish a good example of differences in 
population served per station. The Pa- 
cific area with 32 vhf and 9 uhf stations 
averages 408 thousand persons per out- 
let. While the smallest number of peo- 
ple per station is in the mountain states 
where 31 vhf stations (there are no 
uhf’s in this area) serve an average of 
185 thousand each. The average num- 
ber of people (in thousands) served 
throughout each area and state are in- 
dicated in the tables. 

Speculation based on arbitrary state 
or area bounderies is never entirely 
factual, of course. Television signals 
are no respectors of state lines, and 
much of the audience for many of the 
stations is located in adjoining states. 
As an example, New Jersey, with only 
1 vhf and 1 uhf station has a per-station- 
average served of 2,625 thousand, but 
most of these viewers are able to pick 
up television signals from New York 
City or Philadelphia. 

While population growth continues, 
production levels are increasing, too, 
and spending power is keeping pace 


State Population and Number of TV Stations 
































1955 

Tv Stations Population Per Cent Pop. per 

State vhf uhf 1954 1950 Increase Station 
(thousands) 

Alabama 4 2 3,121,000 3,061,743 + 19 524 
Arizona 6 0 993,000 749,587 +32.5 165 
Arkansas 2 l 1,910,000 1,909,511 637 
California 20 7 12,554,000 10,586,223 + 18.6 465 
Colorado 8 0 1,456,000 1,325,089 + 99 182 
Connecticut 1 4 2,219,000 2,007,280 +10.5 43 
Delaware 1 0 367,000 318,085 +15.5 367 
Dist. of Columbia 4 0 861,000 802,178 + 7.3 215 
Florida 9 5 3,524,000 2,771,305 +27.1 251 
Georgia 10 3 3,660,000 3,444,578 + 82 281 
Idaho 3 0 615,000 588,637 + 45 205 
Illinois 9 ) 9,165,000 8,712,176 + 5.2 509 
Indiana 4 7 4,209,000 3,934,224 + 7.0 382 
lowa ) 2 2,638,000 2,621,073 + 0.6 239 
Kansas 5 l 2,016,000 1,905,299 + 58 336 
Kentucky 2 1 2,995,000 2,944,806 ++ 1.7 998 
Louisiana 5 3 2,924,000 2,683,516 + 90 365 
Maine 5 1 930,000 913,774 + 18 155 
Maryland 3 1 2,602,000 2,343,001 +110 650 
Massachusetts 2 § 4,954,000 4,690,514 + 5.6 707 
Michigan 10 3 7,024,000 6,371,766 +10.2 540 
Minnesota y 0 3,103,000 2,982,483 + 40 34 
Mississippi 3 1 2,204,000 2,178,914 + 12 550 
Missouri 12 0 4,154,000 3,954,653 + 5.0 346 
Montana 4 0 628,000 591,024 + 63 157 
Nebraska 4 0 1,366,000 1,325,510 + 3.0 341 
Nevada 2 0 218,000 160,083 +36.3 109 
New Hampshire 1 0 532,000 533,242 0.3 532 
New Jersey 1 1 5,250,000 4,835,329 + 86 2,625 
New Mexico 4 0 781,000 681,187 +14.7 145 
New York 18 4 15,433,000 14,830,192 + 4.1 703 
North Carolina 7 4 4,250,000 4,061,929 + 46 386 
North Dakota 4 0 636,000 619,636 + 26 158 
Ohio 13 6 8,554,000 7,946,627 + 76 450 
Oklahoma 8 2 2,268,000 2,233,351 + 16 226 
Oregon 3 1 1,639,000 1,521,341 + 7.7 409 
Pennsylvania 8 16 10,779,000 10,498,012 + 2.7 448 
Rhode Island 1 1 824,000 791,896 + 4.1 412 
South Carolina 5 4 2,238,000 2,117,027 + 5.7 248 
South Dakota 1 0 667,000 652,740 + 22 667 
Tennessee 8 1 3,362,000 3,291,718 + 2.1 373 
Texas 25 4 8,468,000 7,711,194 + 98 292 
Utah 3 0 757,000 688,862 + 99 252 
Vermont 1 0 385,000 377,747 + 19 385 
Virginia 5 2 3,588,000 3,318,680 + 8.1 512 
Washington 9 1 2,540,000 2,378,963 + 68 254 
West Virginia 3 3 1,947,000 2,005,552 2.9 324 
Wisconsin 7 4 3,578,000 3,434,575 + 42 325 
Wyoming 1 0 312,000 290,529 + 73 312 
with both. For example: e Discretionary spending power 


e The U.S. Dept. of Labor reported 
early in 1954 there were 55 million 
available spending units, as compared 
with 52 million in 1952 or 39 million 
in 1941. 

e A study by recognized authority 
Arno H. Johnson, vice president and 
research director of J. Walter Thomp- 
son Co., shows that between 1950 and 
1954 families with an annual income 
of $10,000 or more increased from 1.6 
per cent of the total to 2.8 per cent; 
families receiving $7,500 to $9,999 
from 1.1 per cent to 3.3 per cent; from 
$5,000 to $7,499 from 5.8 per cent to 
11 per cent; $4,000 to $4,999 from 5.8 
per cent to 8.8 per cent. The number of 
families with smaller incomes decreased 
as the average incomes moved upward 
during the period. 


(that part of the income not needed for 
basic living costs such as food and 
shelter) has increased 81 per cent for 
the average American between 194] 
and 1954. The family with an income 
between $3,000 and $5,000 now 
$1,840 annually to spend or save, as it 


has 


chooses. 

“The change from a production econ- 
omy heavily influenced by govern- 
ment,” Mr. Johnson believes, “to a con- 
sumption economy of individual enter- 
prise, places the burden on selling, on 
finding needs and creating desires and 
on improving products or developing 
new products to meet these needs and 
potential desires.” 

In terms of constant 1953 dollars, he 
argues, our per-capita activity increased 


(Continued on page 84) 


April 1955, Television Age 


71 











< 


1 





ved SB; 











. 





ya 





THE 


WHISTLER 


hits the _— 
right note 
every 
time! 


Overnight, the eerie note of The Whistler’s 
signal has struck a responsive chord with 
viewers and sponsors alike. 

WITH VIEWERS: In Spokane, The Whistler 


hit a 30.5 rating the first month...27.8 in 


Salt Lake City. In Cincinnati it soared to 
30.4 (up 39%) in two months. Audiences 
are big everywhere, and 4 out of 5 viewers 
are adults.* So the show’s a natural... 
WITH Sponsors: Signal Oil and Thomas 
J. Lipton, Inc. picked it up right from the 


start, regionally. Among others: Block Drug, 
Hamm’s Beer, Household Finance, Necchi 
Sewing Machines, Safeway Stores. 

Call us today for a private screening and 
details on this 39-week series: its big-name 
stars, and its heads-up merchandising and 
promotion which translates audiences into 
customers. Contact... 


CBS TELEVISION FILM SALES 


New York, Chicago, Los Angeles, Boston, San Francisco, Dallas, 
Atlanta, Detroit and St. Louis; in Canada: S. W. Caldwell Ltd. 


— SS 


oe ee 
~———* *Source: ARB, Dec., Jan 











Newsfront (Cont'd from page 35) 


soon as its current contract with wGR- 
TV, channel 2, runs out in August, 
1956. wBuF-Tv had been off the air 
about ten days when the service was 
restored with an ABC schedule and 
film programming. 

The wBurFr-Tv purchase followed ne- 
gotiations for WKNB-TV, New Britain- 
Hartford, channel 30. That sale is be- 
ing delayed by the objections of NBC 
affiliate WNHC-TV, channel 8. The two 
purchases make evident the NBC-RCA 
interest in stemming the tide of uhf 
failures. 


COLOR IS MOVING. Spring finds 
color stirring to new growth. Signs of 
progress and vigor are numerous. 

One of the most important is the 
RCA announcement of a 25 per cent 
reduction in the price of its color 
camera chains. The new “all-in-one” 
color signal processing amplifier not 
only makes possible cutting the overall 
price to $49,500 but reduces the space 
requirements for the equipment and 
cuts power necessary to operate it, ac- 
cording to Theodore A. Smith, vice 
president and general manager, RCA 
Engineering Products Division. 

The new equipment will be available 
at once. It requires little more space 
than current monochrome equipment 
and uses much less power. It is sim- 


Light “fe 


It's the perfect blend for tobaccoland 


Primary 
CBS 

Affiliate 
-plus 

NBC, ABC 


DuMont Greenville. & C 


channel e 


Serving prenpereus costere MC 


‘CT T-7-7: 04111» ea On 


100,000 watts full time 


WNC 


A. Hartwell Campbell, Gen. Mgr 


John E. Pearson Co., Inc., Nat'l Rep 
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T. A. SMITH, A. R. HOPKINS 
All-in-one unit compact 


pler to set up and is extremely conserv- 
ative in its use of electronic tubes, an 
advantage which extends tube life and 
improves camera performance and pic- 
ture quality. 

Another important color develop- 
ment was the NBC production of Peter 
Pan which met with 
favorable reviews from all critics and 


unanimously 


did more to stir viewer interest in 
color sets than any recent program 
in color. Dealers in every part of the 
country reported new sales after the 
production. Some said they could have 
sold more color sets if they had been 
available. 

RCA dealers are looking forward to 
first shipments of the new 28-tube, 21- 
inch RCA color receiver which was 
previewed last fall but is just now go- 
ing into production. Simpler circuitry, 
smaller cabinet and easier tuning are 





RAYMOND SCOTT 
Writes, directs RCA film 


features of the new set. Price is ex- 
pected to be in the same range as the 
earlier 21-inch RCA set which sold for 
$895. 

Meanwhile RCA is preparing a 22- 
minute musical comedy on color film 
which will be shown generally over 
the country at dealer’s meetings. Titled 
“The Big Change” the film was written 
and directed by Raymond Scott, music 
director and conductor of Your Hit 
Parade. The film is nearly complete. 
Scott is a musician first and a writer 
second. He has always been fascinated 
by words—so much so that he chose 
his own name (he was born Harry 
Warnow) after a study of the Man- 
hattan telephone directory. His first 
big success was with the Raymond 
Scott Quintet, which he formed and 
which appeared in many musical films. 
Whether or not the RCA musical will 
be released for public telecast has not 
been decided. 

Further endorsement of color came 
with the NBC-TV announcement of the 
opening of its huge new studios at 
Color City, Burbank, Calif. Built spe- 
cifically for color television from the 
ground up the new studios have 12,600 
square feet of space, bringing total 
Color City space to 55,900 square feet. 


‘ All studios in the development are fit- 


ted with the latest in RCA technical 
equipment. Total cost of the new stu- 
dio was $3.6 million. Color City in- 
vestment now totals $7 million. 


ARB ABSORBS HOOPER TV. Agree- 
ment between the American Research 
Bureau and C. E. Hooper has brought 
to an end, for the present at least, the 
use of the one-time much promoted 
telephone coincidental survey method 
of rating television programs. 

The Hooper Co. was the only firm 
using the method for tv ratings and 
they had modified it by additional use 
of the diary method. 

Under the ARB-Hooper working 
agreement ARB will continue to pub- 
lish its schedule of television reports 
and Hooper, to publish Radio Hooper- 
ratings. Hooper will forfeit its tv 
clients to ARB. 

The plan seems to make sense for 
both concerns, since each has been ex- 
pending considerable time, money and 
energy in competing with the other for 
the television rating business. James 


(Continued on page 84) 
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that good fortifier chocolate) 


(You know Bosco 


dropped into the mouths of moppets 


Two announcements a week 


on Chuckwagon Tales (our early eve. film series) 


(- 
( 
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retail food chain sales 4 198% 


that’s 
198%! N 





WFBM-TV e@ INDIANAPOLIS ¢ National Representative: The Katz Agency 


Affiliated with 
WFBM-Radio, WEOA Evansville, WFDF Flint, 
WOOD AM & TV Grand Rapids. 
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Hoyt Andres 
Station Mgr. WSFA and WSFA-TV. 
(Pioneered with WKY-TV) 


WSFA, NBC Affiliate, Represented by HEADLEY REED CO. © WSFA-TV, Channel 12, NBC Television, Represented by KATZ AGENCY, INC. 
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The same policy of operation that makes 
WKY-TV outstanding in Oklahoma, now guides 
the management of WSFA-TV in Montgomery. 
Years of TV experience assure advertisers of max- 
imum results . . . PLUS the fact that WSFA-TV 
serves a remarkable, booming Southeast area 
which is enjoying widespread industrial and 
agricultural expansion. 


WSFA-TV operates on full 316,000 watts — from 
1,040-ft. antenna, 21 miles south of Montgomery! 


WSFA-TV serves Central and Southern Alabama, 
Southwest Georgia and Northern Florida. 
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Airtime (Cont'd from page 47) 


the area grows smaller. Market areas 
ranking 26th to 50th average 94.5 
hours; 5lst to 100th, 90 hours; 101st 
to 200th, 75.2 hours; 201st to 300th, 
58.2 hours, and 301st and smaller, 
54.2 hours. 


Programming furnished by the four 
networks follows much the same pat- 
tern. Stations in the top-ten markets 
use network programs an average of 
37.2 hours per week or 34 per cent of 
their time. 


Increase in Network 


There is an increase in network pro- 
gramming for stations serving the 11th 
to 25th markets in size. The jump is 
more than 15 hours per week to an 
average of 52.7 hours or 46.1 per cent 
of on-the-air time. 

The decline in network program- 
ming from that peak is steady. Market 
areas ranking 26th to 50th use 47 
hours a week of network programs; 
5lst to 100th, 42.8 hours; 101st to 
200th, 33.9 hours; 201st to 300th, 19.3 


hours, and markets ranking less than 





Chart (Continued from page 76) 


p.m.): M., W. & F.—General Mills; 
Tu. & Th.—Toni. 

“Robert Q. Lewis’’ (M.-F., 2-2:30 
P.m.): 2-2:15 p.m. Tu.—Alka- 
Seltzer; Wed.—Corn Prod. Th.—S. 
Cc. Johnson 2-2:15 p.m. Fri., Tu.— 
Helene Curtis; Wed.—Gen Mills; 
Th.—Swanson, Fri.—Gen. Mills. 

‘*Linkletter’s House Party’’ (2:30- 
3 p.m.); 2:30-45—M., W. & F., 
Lever Bros.; Tu. & Th., Kellogg. 
2:45-3—M.-Th., Pillsbury; Fri., 
Dole Pineapple. 

‘“*Bob Crosby Show’’ (M.-F., 3:30- 
4 p. m.); 3:30-45—Tu., Toni; Wed., 
Simoniz; 3:30-45 Thu.—Swanson; 
Fri., S. O. S., alt. wks. 3:45-4—M., 
W. & F.—General Mills; Th., Am. 
Dairy. 

“The Best of Broadway’’ (W., 
10-11 p.m., every fourth week): 
Westinghouse. 

“*Person to Person’’ (Fri., 10-30- 


11 p.m.): American Oil (East 
Coast); Hamm’s Brewing (Mid- 
west); Noxzema Chemical Co. (alt. 
wks.). 

NBC— 

‘“‘Howdy Doody’’ (M.-F., 5:30-6 
p.m.): M., 5:30-6 — Standard 


Brands. Tu., 5:30-45—Kellogg; Int'l 
Shoe. Tu., 5:45-6 — Colgate-Palm- 
olive. Wed., 5:30-6—Continental 
Baking. Tb., 5:30-45—Kellogg. Th., 
5:45-6—Campbell Soup. Fri., 5:30- 
45—-sustaining. Alt. Fr., 5:45-6— 
Luden’s & Welsh Grape Juice Co. 

Schedule of ‘‘Spectaculars’’, under 
participating sponsorship, is as fol- 
lows: Every fourth Mon., 8-9:30 
p.m.—Fred Coe with guest producer 
and/or director (4/4); every fourth 
Sat., 9-10:30 p.m.—Max Liebman 
(4/9); every fourth Sun., 7:30-9 
p.m.—Max Liebman (4/24) All 
“*Spectaculars’’ will. be telecast in 
color. 














300th, 17.7 hours. The percentage of 
total programming declines in pro- 
portion. 

With the easily handled network 
time so quickly disposed of, station 
management is left with the major 
segment of their hours-on-the-air to fill 
locally. Of course the larger markets 
have a proportionately longer program 
day and so have more actual hours left 
to fill than the smaller markets where 
the program-day is short. A check of 
the figures shows how they divide this 
extra time. 

Top-ten market areas average 70.8 
hours, or 66 per cent of their program- 
ming time, to fill. They devote 32.8 
hours to local live programming and 
38 hours to film (See Table I). 


Stations in progressively smaller 
markets have proportionately fewer 
hours which must be filled after net- 
work time is accounted for. As a gen- 
eral rule the smaller the market the 
smaller the number of hours of live 
programming. 

Although that is true, the percent- 
ages of local programming to total 
time on the air do not decline in the 
same proportion. A check of the table 
shows the smallest stations program 
21 per cent of their time locally, which 
is approximately the same percentage 
programmed live by the stations in the 
11th to 25th market areas. 

Percentage of film programming on 
the smaller and younger stations in- 
creases. 


Greatest Network Programming 


Further study of on-the-air time of 
stations, as compared with the number 
of stations in the market, shows that 
network programming hours are great- 
est in three-station markets where the 
average is 41.2 hours, or 43 per cent 
of time on the air (See Table II). 

In the larger four-station markets, 
network hours on the air average 27.2, 
or 26 per cent, another figure which is 
influenced by the larger seven-station 
areas where there is not enough net- 
work programming to go around. 

Two-station markets average 35.7 
network hours per week and one-station 
markets, 24.6 hours. 


Non-network programming is high- 
est, of course, in markets with four or 
more stations where the mean is 73 
hours per week. Three-station markets 








average 54.5 hours; two-station, 52.4 
hours, and one-station, 40.2 hours. 


Live programming for the four-or- 


more station markets averages 32.4 
hours per week; three-station, 21.2 


17.2 


one-station, 12.9 hours. 


hours; two-station, hours, and 

Film programming follows a similar 
course starting at 40.6 hours per week 
on the average four-or-more station 
market and dropping to 37.3 hours in 
the one-station area. 

Percentages, however, show a small- 
er differential, with 41 per cent of time 
on four-station markets programmed 
by film as compared to 42 per cent in 
one-station markets, 

Stepping back for a look at the 
broad national scene a little simple 
arithmetic reveals that U. S. television 
offers a total of 534,230 station hours 
of programming a week. Networks fill 
341,940 of these hours; film, 120,950 
hours, while local shows account for 
the remaining 71,340 hours. 
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OUR SINCERE THANKS (to the studio production staff of 
“STORIES OF THE CENTURY” and to those stations and sponsors 










whose great confidence and all-out support made this award possible. 


MORTON W. SCOTT, President 
STUDIO CITY TV PRODUCTIONS, INC 
(DIVISION OF REPUBLIC PICTURES) 
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he Academy of Television Arts and Sciences 
BEST WESTERN OR ADVENTURE SERIES OF 1954 


“STORIES OF THE CENTURY” 


A STUDIO CITY TV PRODUCTIONS, INC. PRODUCTION (DIVISION OF REPUBLIC PICTURES) 
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“BEHIND THE SAX ROHMER’S 


SCENES” WORLD-FAMOUS 
“ADVENTURES 


OF 


NW00D 5 
Ry My, 


FU MANCHU” 


TV audiences are going to love 
Sally Smith and Jill Butler, two 


small town girls in their riotous The ACME of suspense, intrigue 


attempts to crash Hollywood! and mystery ! 
P 
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Agency and client + 
behind closed doors + 
chopping on the schedule - 
your medium, your market 
are mentioned « a question 
is raised « the agency man 


reaches for Standard Rate... 


in a Service-Ad near your listing. 


For the full story on the values 1,161 media get from their 
Service-Ads; see Standard Rate’s own Service-Ad in the 
front of all sRDS monthly editions; or call a Standard Rate 
Service-Salesman. 


Note: According to a study of SRDS use made by National Analysts, 
Inc., 83% of all account men interviewed have SRDS available at 
meetings in clients’ offices. 
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Washington Memo 


PROBING TV. It looks like televi- 
sion is in for extensive diagnosis. At 
least three Congressional committees 
want to inquire into certain aspects of 
its operations. By this time, the Sen- 
ate Interstate Commerce Committee 
should be ready for its planned hear- 
ings into uhf problems. The Senate 
Judiciary Committee, having received 
substantial funds for investigation 
purposes, is in a position to go for- 
ward with its broad inquiry into 
monopoly in the industry, particularly 
the ownership of stations and net- 
works. A Senate subcommittee investi- 
gating juvenile delinquency has indi- 
cated a probe of tv programs which 
may well produce headlines. 

These are only the Congressional 
investigations. Executive agencies also 
want to look into tv and have asked 
Congress for the necessary funds. The 
FCC is planning the most compre- 
hensive study ever undertaken of the 
broadcasting industry. It would take 
about a year and require, as Comr. 
Rosel Hyde told the House Appropria- 
tions Committee, “a very substantial 
amount of personnel”. 

In a report to Chairman Warren 
Magnuson of the Senate Interstate 
Commerce Committee, the Commission 
said its study would cover “the entire 
economic structure and operations” of 
the tv industry and include “considera- 
tion of the respective roles of the net- 
works, advertisers, agencies, talent, in- 
dependent film producers and distri- 
butors, and other program sources as 
well as other means cf distributing 
programs to the public”. 


TO PROVIDE BASIS. The purpose of 
such a study, the Commission ex- 
plained, is to provide for the first time 
a factual basis for determining wheth- 
er some action, legislative or execu- 
tive, is called for in the program field. 

The Federal Trade Commission, 
which is concerned with unfair trade 
practices, has also started an investi- 
gation of tie-in tv advertising by which 
a group of drug chains receive the 
benefit of a network program and al- 
legedly discriminate against other re- 
tail outlets served by the sponsor. 


The Justice Department too is keep- 
ing an eye on the television industry 
for possible anti-trust violation and 
recently indicated it is investigating 
some complaints. 


COMPLICATIONS IN BUFFALO. The 
recent purchase by NBC of ultra- 
high station WBUF-TV in Buffalo has 
provided abundant food for specula- 
tion as to who will get what affiliation 
in that city once the transfer is ap- 
proved. It also serves to point up some 
of the uncertainties in getting into 
television, particularly through the ap- 
plication route. Consider what has 
happened in Buffalo since the lifting 
of the freeze. 

1. Three uhf and two uhf were as- 
signed for commercial stations, one 
vhf being occupied by WBEN-TV (chan- 
nel 4). 

2. Permits were granted for the uhf 
channels, to WBES-TV and WBUF-TV. 

3. The four applicants for channel 
2 planned a merger. On the day they 
were to file, they discovered a fifth 
applicant had filed. Negotiations to ef- 
fect his withdrawal failed. The merger 
application was withheld. 

4. The FCC ordered an investiga- 
tion to determine whether the fifth 
entry was a “strike” application. 


5. The merger group negotiated an 
agreement with wWBES-TV, which plan- 



























ned to enter the channel 2 contest, for 
its studios. WBES-TV surrendered its 


permit, the fifth vhf applicant with- 
drew and the merger application was 
filed. 

6. WBUF-TV filed a petition to inter- 
vene to oppose grant of the merger 
application. 

7. The vhf applicants negotiated an 
agreement for the WBUF-TV studios, 
providing other studios for the uhf sta- 
tion. 

8. The merger was approved. 

9. Buffalo’s second vhf station, wer- 
Tv. got the NBC affiliation. 

10. WBUF-TV went off the air but 
held its construction permit. 

11. After two weeks, WBUF-TV re- 
sumed operation. The next day, NBC 
bought WBUF-TV. 

In the meantime, hearings con- 
tinued between three applicants for 
channel 7, one of whom has a commit- 
ment for the ABC affiliation if it wins 
the contest. Upon news of the NBC 
purchase, applicants for channel 7 met 
to talk merger. 

With wBeEN-Tv holding the CBS af- 
filiation and NBC’s contract with 
WGR-TV expiring in June 1956, the 
questions now are what network will 
WGR get when NBC takes over WBUF 
and what will there be for the winner 
of the channel 7 contest, if a merger 
has not been worked out? 

At least, television brings people to- 
gether. 


THE REAL BOSSES. Speaking at a 


(Continued on page 92) 
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James W. SEILER 
Delighted 


Newsfront (Continued from page 74) 


W. Seiler, president of ARB, and 
James L. Knipe, president of C. E. 
Hooper, agree that the findings of the 
two services are almost identical. 

Announcement of the combination 
was made in an atmosphere of ex- 
treme cordiality with both Mr. Seiler 
and Mr. Knipe recommending the oth- 
er’s services. “We are delighted,” said 
Mr. Seiler. ““We are pleased,” said Mr. 
Knipe. 

Real advantage for ARB will be in 
acquiring the additional agency clients 
of the Hooper company, a field in 
which ARB was already strong, and in 
being able to concentrate on its service 
rather than on competing with Hoop- 
er. Advantage for the Hooper com- 
pany will be in dropping its own com- 
petitive efforts and its tv service to put 
all of its resources into its original 
field of radio. Salesmen for both con- 
cerns will recommend and take orders 
for the other’s services. 

While financial details were not re- 
vealed under the terms of the agree- 
ment the companies trade stock, with 
Mr. Knipe representing Hooper in- 
terest on the ARB board, and Mr. 
Seiler sitting on the Hooper board for 
ARB. 

The ARB city reports will now ap- 
pear under the heading of ARB-Tv- 
Hooperating reports and will continue 
to cover a basic 70 cities, plus 10 cities 
which are on a station-financed basis. 
The monthly ARB-Ty-Nationals will be 
continued. The Hooper radio report 
included 90 cities of which 55 are on 
a regular basis. Terms of an agreement 
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James L. KNIPE 
Pleased 


under which Mr. C. E. Hooper sold 
his national radio and tv rights to the 
A. C. Nielsen organization in 1950 
specified that the firm would not re- 
enter the national field until March 1, 
1955. 

BAIT ADVERTISING. 
hot, all over the country—in Los 
Angeles, Brooklyn, Hot Springs, Va., 
and Albany, N. Y. The public, and the 
industry, were fed up with “bait” ad- 
vertising. 


Collars were 


Television and radio were frequent- 
ly cited offenders, media-wise, for the 
advertisements, most of which centered 
on automobiles and household appli- 
ances, even tv sets and tubes. 

In Los Angeles, the City Attorney 
hauled out charges against two tv ad- 
vertisers, their ad managers and even 
the announcers who gave voice to the 
copy. With Better Business Bureau 
help, the C.A. claimed spots plugging 
cars were “false and misleading.” 

In Brooklyn, a month-old Grand 
Jury ordered a sewing equipment 
store into court, charging conspiracy 
through fraudulent advertising. A fort- 
night later, Kings County D.A. Ed- 
ward S. Silver won convictions against 
two men who reprocessed old radio 
and tv tubes and sold them as new. 

In Hot Springs, the Association of 
National Advertisers, busy with their 
annual meeting, took time out to dis- 
cuss what they called “the dishonest 
practice,” even though it wasn’t on 
their crowded agenda. They unani- 
mously resolved to fight it. 

And in Albany, no doubt encour- 
aged by the near-simultaneous efforts 


in Brooklyn, New York’s Gov. Averell 


Markets (Con’t from page 71) 


from $1,560 in 1940 to $2,380 in 1944 
(the war peak). A similar per-capita 
productivity for 179 million population 
in 1960 could mean a gross national 
product of $425 billion and could pro- 
vide the purchasing power for a stand- 
ard of living approximately one-third 
higher than the peak level of 1953. 

Mr. Johnson regards this level of 
productivity a minimum opportunity, 
because it would require only the pro- 
duction level actually attained in 1944 
when tools of production were far less 
adequate. 

Marketing gains new importance 
when viewed with this goal in mind. 
The attainment of new levels of pros- 
perity must depend largely on expand- 
ing consumption through mass move- 
ments to better living standards. Mar- 
keting, then, is the key to keeping pro- 
duction and employment high. 

It remains for television, in its role 
of vigorous new advertising medium, 
to lead in selling the consumer on a 
desire for these better living standards. 
If television adequately fulfills this 
role, the anticipated high production 
and employment may well take care of 
themselves. 





Harriman personally presided over a 
day-long conference on “gyp” ads, 
radio-tv style. 

Everyone agreed there was too much 
“baiting”, so long as even one false 
ad remained on the air. They listened 
approvingly as Hugh R. Jackson, 
president of New York’s Better Busi- 
ness Bureau, suggested four curbs: 
vigilance on the part of media, en- 
forcement by legal officers, awareness 
on the part of the public and possible 
amendment of existing laws (New 
York’s Attorney General Jacob K. 
Javits had asked for a new law to sub- 
poena witnesses and eliminate a pres- 
ent proof-of-intent loophole. ) 

But perhaps the sagest words of all 
came from industry spokesmen Mi- 
chael Hanna, NYSBA president, gen- 
eral manager WHCU Ithica and E. R. 
Vadeboncouer, WsyR-TV Syracuse, who 
spoke for NARTB. Pointing out that 
most of broadcasters adhere to the in- 
dustry’s self-imposed code of ethics, 
they warned that stations allowing 
anything on the air against the public 
interest were simply—but surely—put- 
ting themselves out of business. 




















Official (Con::nued from page 53) 


Official Films had much experience with 
film production. “We 
Hackett says, “all salesmen.” 


were,” Hal 


Circumstances helped Official put its 
new policy into effect. Dunhill cancelled 
My Hero on the network, leaving the 
series free for syndication. It has since 
been sold in 130 markets. Canada Dry 
released Terry and the Pirates about 
the same time, since sold in 50 markets. 
As a result of having these two series 
footloose for syndication, Official came 
to be regarded as one of the leading dis- 
tributors. And as a result of that status, 
producers started beating a path to its 
door: 


Item. Robert Lippert in January, 
1954 assigned to Official the distribu- 
tion rights to 109 Feature Films. Sales 
for this property were immediate and 
continuous and were to hit the $1-mil- 
lion mark before the series was relin- 


quished in October, 1954. 
Offer from England 


Item. From England in early 1954 
came an offer from Panda Productions- 
Hannah Weinstein, a firm that offered 
three completed episodes of Colonel 
March of Scotland Yard, starring Boris 
Karloff. They joined forces with Offi- 
cial and have now sold their series in 
some 60 markets. 

Item. Last March, producer Connie 
B. Gay offered Official his hillbilly 
series, Town and Country Time. Off- 
cial snapped it up, has sold it in 30 
markets, mostly in the southeast. 
Arthur 
brought in one pilot film and 12 scripts 
for Secret File, U.S.A. He also had an 
idea, to film the series in Holland. Of- 
ficial signed a contract with him last 
fall, has already sold Secret File in 54 
cities. 

Item. A fourth half-hour series had 
to make a few detours before it hit 
home, but its development is typical of 


Item. Producer Dreifus 


the film distributor’s ingenuity. In 
1953, Official Films, producer Don 
Sharpe and actor Ronald Colman 
agreed to set up a 13-program series 
based on short stories of Somerset 
Maugham. The idea was to sell it as a 
network show first, then syndicate it 
for local sales. The pilot film was not 
completed until November, however, 
and was too late to be considered for a 


nctwork buy that season. Then, before 
the producer, actor and syndicator 
could get together to shoot further epi- 
sodes, Mr. Colman bowed out, prefer- 
ring to concentrate only on his Halls 
of Ivy radio series. Official and Mr. 
Sharpe took the 12 remaining Maugham 
stories, added 26 tales by other famous 
authors and hitched their wagons to 
stars (Teresa Wright, Thomas Mitchell 
and David Niven, for example). The 
result: Official’s now well-known The 
Star and the Story series which has 
since been sold in 83 markets. 


Profit Goes Up 


Because of such careful management, 
Official Films’ latest financial report 
(for 1953-54) showed a profit of $317,- 
000, more than quadruple the take for 
the previous year. 

But in addition to the objective 
A-B-C’s of Official’s success formula, 
there are also the subjective X-Y-Z’s. 
Perhaps the strongest of the latter has 
been organizational teamwork, as re- 
flected by the board of directors. In ad- 
dition to Mr. Hackett, who serves as 
president, the board includes Michael 
Nidorf, chairman; Herbert Jaffe, vice 
president in charge of sales; Herman 
Rush, vice president in charge of spe- 
cial projects; Herbert J. Siegel, secre- 
tary, and Mr. Levy, director. 

“Our board is not just a dried-up 
body,” Mr. Hackett points out, for all 
members are able to discuss and answer 
questions on all phases of the operation. 
Messrs. Hackett, Jaffe and Rush, as 
working members, actually operate the 
company. But Ike Levy and Mike 
Nidorf leave the marks of their intelli- 
gence and experience, especially in mat- 
ters of overall and long-range policy. 

Decisions of the six-man board have, 
little by little, defined what members 
think and feel about the industry and 
its future. Some of their concepts and 
principles: 

e Official sells only to the station or 
the advertising agency. It is definitely 
opposed to going to the sponsor. 

e Reruns promise a good source of 
revenue, “always have and always will.” 
There is some resistance to second runs 
immediately after the original showing 
ends, however. “You have to sleep on a 
property at least six months.” 


e Syndicated films give the small 
(Continued on page 113) 


TV STATIONS 


A Guide for Architects, Engineers 
and Management 
by WALTER J. DUSCHINSKY, 
Vice-President of United, Inc., 
a telecommunication consultant group 


This is the first 
and only book 
dealing with the 
whole complex 
subject of plan- 
ning, designing 
and actually build- 
ing TV stations. 
These operations 
involve a complete 
understanding of 
program planning 
and production, of 
technical problems 
and efficient ad- 
ministration, of 
problems arising 
from the use of live talent and film—and of 
the many other construction, operating, en- 
gineering and management problems which 
are here dealt with thoroughly and clearly 
for the first time. 

1954 136 pages 9x12” 135 Illustrations $12.00 


THEATRES and 
AUDITORIUMS 


What Every TV Director, Sound Engineer 
and Cameraman Should Know About 
THEATRES and AUDITORIUMS 
by HAROLD BURRIS-MEYER, and 
EDWARD COLE 





You will find this 
book extremely 
helpful, not only 
in adapting old 
theatres and audi- 
toriums to TV 
production, but 
also in planning 
new stage layouts 
and audience seat- 
ing arrangements 
for studio tele- 
casting. 





230 pages 9x12” 300 Illustrations $10.00 


Mail coupon for either or both of these books 
on 10 days’ FREE EXAMINATION 


| REINHOLD PUBLISHING CORP. 
| Dept. M-764, 430 Park Ave. 

| New York 22, N. Y. ; 
| Please send me, for FREE EXAMI- 
| NATION, the book(s) checked below. 

| After ten days I will either return same | 
| and owe nothing or will send you | 
| price(s) indicated, plus postage. | 
| [J TV Stations; A Guide for Architects, | 
| Engineers and Management, @ $12.00. | 
| ["] Theatres and Auditoriums, @ $10.00 | 
| 
| 

| 

| 

| 

| 

| 

| 
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[1 SAVE POSTAGE. Check here if | 
you ENCLOSE payment, in which | 
case we pay postage. Same return | 
privilege. | 
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Advertisement 


T. ¥. story board 


A column sponsored by one of the leading film producers in television 
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NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


Take a sparkling jingle from the Fitzgerald Advertising Agency on the theme of 
“Life Gets Brighter! . . . Brighter! . . . with Jax Beer.” Add to it the Creative 
and Production Departments of SARRA, plus the wonderful choreography and 
dancing of Rod Alexander and Bambi Linn, and you have a series of commercials 
which will delight audiences everywhere and make new friends for the Jackson 
Brewing Company. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


The same originality that has made the Dorothy Jarnac Stopette commercials so 
famous is used in “Millie’s Millions.” In this new commercial all of Stopette’s 
modern selling points are emphasized in an old movie type “Drayma” of love and 
success. Produced by SARRA for Jules Montenier, Inc. through Earle Ludgin & 
Company. 


_SARRA, Inc. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Mirror, mirror tells all in these new commercials for St. Joseph Aspirin. The re- 
flection quickly spells out the thoughts of the viewer and demonstrates the rapid 
effectiveness of the product. Interesting photographic tchniques, combined with 
good product identification make these one-minute and 20-second spots pleasant 
and impressive. Created for Plough, Inc. by SARRA through Lake-Spiro-Shur- 
man, Ine. 

SARRA, Ine. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


For the second straight year in a row, SARRA has won first place in THE BILL- 
BOARD TV Film Service Awards, for TV commercial producer doing the highest 
quality work. 
What is SARRA quality? It is a cooperative effort of a large group of clients to 
whom bests are more important than bids, and SARRA’s Creative and Production 
stafls—a permanent group whose only work is visual advertising. 
To insure the best reproduction of this cooperative effort, SARRA’s own labora- 
tory custom prints each spot. 
SARRA, Inc. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Film Sales 


Is the buying and selling of syndi- 
cated film a seasonal business? In re- 
ply, the head of a leading distributing 
company made this point to TELEVISION 
AGE: “A good product can be sold any- 
time and anywhere. Quality knows no 
season.” 

Other film men, on both sides of the 
film market place, are quick to agree 
with this view in principle. But, at the 
same time, many believe that this view 
is an oversimplification. “There are,” 
one sales director emphasizes, 
al situations inherent in television 


“season- 


programming that tend to deviate the 
norm.” 

In the spring, for instance, station 
fancy turns to thoughts 
of more film, not only as summer re- 
placements—a niche that film has been 
filling so effectively—but also for tak- 
ing care of the special summer season 
sponsor such as brewing companies, 


programmer’s 


soft drink and ice cream distributors 
and the like. 

Again, in the fall there’s 
situation, especially for the network 
affiliated stations. These stations must 
wait until they are set with the net- 
work schedule before they can slot and 


a seasonal 


sell local show times. Stations are bet- 
ter off in this respect than they were 
three or even two years ago. They now 
have more of an experience factor and 
can better gauge what their network 
ties might be. 

The fall is also the time that new 
accounts come into the picture. Some 
of these don’t and/or can’t decide un- 
til last-swallow time. And, finally, the 
fall is when much of new film product 
is ready for release. 

The exceptions, and happily, there 
are always these, take place when lo- 
cal buyers want to buy “13 weeks of a 
series and by tomorrow.” These ex- 
ceptions sometimes fill in the low-buy- 
ing gaps and tend to level the year- 
around activity. Generally, however 
the peak times for syndicated film 
buying and selling are the spring and 
fall. 





Action in Award’s Jimmy Demaret Show 


AWARD TELEVISION CORP. 
The Jimmy Demaret Show 


WRDW-TV Augusta; WRC-TV Washington, 
D.C.; WICU Erie, Union Bank. 


CBS-TELEVISION FILM SALES, INC. 
Amos ’n’ Andy 

KALB-TV_ Alexandria, La.; KBAK-TV 
Bakersfield, Calif., Lanes Jewelry; KPAC- 
TV Houston, Sears Roebuck; KPLC-TV 
Lake Charles, Stedman Co.; WMTV_ Madi- 
son, Whelan Transfer & Storage, (Renew- 
al); KVVG-TV Tulare, Calif., Wheeler 
Furniture Co. 


Gene Autry 


KCKT-TV Great Bend, Doonan Truck & 
Implement Co.; KNXT Los Angeles, Won- 
der Bread & Friskier Dog Food; KCOP-TV 
Los Angeles. Quality Bakers renewing in 
following markets: WMT-TV Cedar Rapids, 
WJHL-TV Johnson City, Tenn., (Hecht’s 
Bakery), KXJB-TV Valley City, N. D., 
(Regan Bros. Co.). 


Crown Theatre 
KSWS-TV, Roswell, N. M. 


The Cases of Eddie Drake 
KSWS-TV, Roswell, N. M. 


The Files of Jeffrey Jones 


KRCG-TV Jefferson City; WABC-TV New 
York, (Renewal); KSWS-TV Roswell, N. M. 





Talk in Gen. Teleradio’s 30 Feature 
Films 


Art Linkletiter and the Kids 


WBNS-TV Columbus, Smith Bros.; 
TV Roswell, N. M. 


KSWS- 


Newsfilm 


KXLF-TV_ Butte, 
Tokyo, Japan. 


Annie Oakley 


KTVA Anchorage, Alaska; 
Tucson, Carnation Fresh Milk 


The Range Rider 


WKBT La Crosse, Wisc.; KNXT Los 
Angeles; KSWS-TV Roswell, N. M 


The Whistler 


KTVA Achorage, Alaska; WBZ-TV Boston, 
Block Drug Co.; WFAA-TV Dallas; WGBS- 
=a: oe auderdale; KTVF Fairbanks; 
KTRK-TV Houston ; WNHC-TV New 
Haven, Block Drug Co 


GENERAL TELERADIO, INC. 


Exclusive—By Fulton Lewis, Jr. 
WALA-TV Mobile; WSUN-TV St. Peters- 
burg. 


30 Feature Films 


WBRC-TV Birmingham; KIDO-TV Boise; 
WKRC-TV Cincinnati; KOMU-TV Columbia, 
Mo.; KLAS-TV Las Vegas; KSBW-TV Sa- 
linas; WOAI-TV San Antonio; WSUN-TV 
St. Petersburg; KWTX-TV Waco. 


INTERNATIONAL NEWS SERVICE 


Telenews Daily 


WBRZ Baton Rouge; KFAR-TV Fairbanks; 
WGBS-TV Miami; WSFA-TV Montgomery. 


This Week In Sports 


KFDA-TV Amarillo; WNAC-TV Boston, 
Bethlehem Steel Co.; WKOW-TV Madison, 
General Tire & Rubber Co.; WMBV-TV 
Marinette, Wisc., General Tire & Rubber 
Co.; WOR-TV New York, Bethlehem Steel 
Co. 


INTERSTATE TELEVISION CORP. 


Little Rascal Comedies 


WBAL-TV Baltimore; WTTV Bloomington, 
Ind.; WCHS-TV Charleston Ww Va.; 
WBNS-TV Columbus; KFJZ-TV Ft. Worth; 
KMBC-TV Kansas City, Mo.;: WLEX-TV 
Lexington, Ky.; KATV Pine Bluff; KTVU 
Stockton, Calif. 


NBC FILM SALES 
Badge 714 A 


WTVY Dothan, Ala.; WARD-TV Johnstown, 
Sherer Oil Co.; WHAS-TV Louisville, 
Kroger; KNOE-TV Konroe, La.; KOAM-TV 
Pittsburgh; WHAM-TV Rochester; KSLA 


(Continued on page 90) 


(Renewal); JOKR-TV 


KOPO-TV 
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for adventure in the exciting corners of the world... 


THEY WATCH “THE FALCON” 


Millions of TV viewers are watching Charles McGraw’s outstanding per- 
formance as star of “Adventures of THE FALCON,” NBC Film Division’s 
great half-hour syndicated film series. 

And millions of movie fans are now acclaiming this fast-rising young 
star as rugged, handsome Commander Wayne Lee in “The Bridges at 
Toko-Ri.” Many, many more have just met him face-to-face during his 
triumphal coast-to-coast personal appearance tour. 

As THE FALCON, McGraw is an undercover agent for the government. 
His assignments take him all over the world. Wherever he goes, the action 
is trigger-fast ! 


and in every corner of America ... against any competition ... 


THEY WATCH “THE FALCON: Incity after city, “THE 
FALCON” has won top ratings for his sponsors—even against strong com- 
petition. Here are the latest ARB figures: 


i In Memphis “THE FALCON” outrated “Make Room For 
y Daddy” 22.9 to 18.8. 
_ In St. Lovis “THE FALCON” outrated “Willy” 25.2 to 7.8. 
oe, In Springfield, Mo. “THE FALCON” outrated “Break The Bank” 
ry 30.4 to 27.2. 












* 


In San Francisco “THE FALCON,” featured as a strip show, sold 
out Monday through Friday at 11 p.m. It 
topped the feature films previously run at 
that time by 129%, and rated over 4 times 
higher than its nearest competitor. 





before you buy a syndicated television program . .. WATCH “THE FALCON" 


Your NBC Film Division salesman will be glad to arrange a private 
screening. Call him today. 


NBC FILM DIVISION 


serving all sponsors « serving all stations 


30 Rockefeller Plaza, New York 20, N. Y. 
Merchandise Mart, Chicago, Ill. *« Sunset & Vine Sts., Hollywood, Calif. 
In Canada: RCA Victor, 225 Mutual St., Toronto; 

1551 Bishop St., Montreal 
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Film Sales (Cont'd from page 87) 


~ Shreveport, Nu-Enamel; WIBW-TV Topeka; 
WCNY-TV Watertown, Carlings Beer. 


Badge 714 B 


KTBC-TV Austin; KOOK-TV Billings, 
Rainier Beer; WHIO Dayton, Burger Brew- 
ing; KDAL-TV Duluth; KFBB-TV Great 
Falls, Rainier Beer; KGVO-TV Missoula, 
Rainier Beer; TV Madison; WKY-TV 
Oklahoma City: WNAO-TV Raleigh; KPIX 
San Francisco, Ford; KCMC-TV Texarkana; 
WPBN-TV Traverse City, Mich.; WTRF-TV 
Wheeling, Burger Brewing; KIMA-TV 
Yakima, Wash.; KIVA-TV Yuma. 


Captured 


WLEX-TV Lexington, Ky.; KHJ-TV Los 
Angeles; KWTX-TV Waco-Temple. 


730 FIFTH AVENUE + SUITE 600 


NEW YORK 19, N. Y. 
CIRCLE 7-3380 


Quality 
Musical 
Commercials 







































ALL these quality commercials 


ARE SEEN OR HEARD NOW! 
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Dangerous Assignment 


KOOK-TV Billings; CKLW-TV_Detroit- 
Windsor; WSIX-TV Nashville; WLEX-TV 
Lexington, Ky.; KPHO-TV Phoenix. 


The Falcon 


KBAK-TV Bakersfield; WLEX-TV_ Lexing- 
ton, Ky.; WM emphis; KSWS-T 


Roswell; KXJR-TV Valley City-Fargo; 
KWTX-TV Waco-Temple. 

His Honor, Homer Bell 

WGBS-TV Miami, Winters Van _ Line; 


WSIX-TV Nashville; WO 
Union Pacific; WOW 
Biscuit Co.; 
Schenectady, 


W-TV Omaha, 
-TV Omaha, Merchants 
KPHO-TV Phoenix; WRGB 
Best Foods. 


Hopalong Cassidy—Half Hour A 
WBAL-TV Baltimore; WGR-TV Buffalo; 











AGENCIES 
Ajax 
Alkaids 
Nabisco 
Nescafé 
Pepsodent 
Pal Razors 
Veto Spray 
Bond Bread 
Purex Corp. 
Fort Pitt Beer 
Ritz Crackers 
Westinghouse 
Halo Shampoo 
Chrysler Corp. 
Stegmaier Beer 
Calso Gasoline 
National Shoes 
Bonomo Candy 
Armstrong Rugs 
Barney's Clothes 
Campbell’s Soups 
Rockwood Candy 
Old Reading Beer 
Minipoo Shampoo 
O-Cell-O Sponges 
Gold Ribbon Wine 
Rayco Seat Covers 
P. F. Canvas Shoes 
Silhovette Crackers 
Canadian Fur Corp. 
Vaseline Hair Tonic 
Manischewitz Wine 
American Gas Assn. 
Toni (South America) 
Gerber’s Baby Foods 
White Rose Redi-Tea 

Southern N. E. Tel. Co. 
Betty Crocker Brownies 
Gillette (South America) 
Mutual Savings of Mass. 
U. S. Treasury Def. Bonds 
Betty Crocker Cake Mixes 
Cashmere Bouquet Lipstick 














WCSC-TV Charleston, S. C.; 
Waco-Temple. 


Hopalong Cassidy—Half Hour B 


WGR-TV Buffalo; WEEK-TV Peoria; KGO- 
TV San Francisco, Gallenkamp Shoes; 
KWTX-TV Waco-Temple. 


KWTX-TV 


Hopalong Cassidy—Hour 


WBAL-TV Baltimore; WGR-TV_ Buffalo; 
KHSL-TV Chico, Calif.; CKLW-TV Detroit- 
Windsor; KWTX-TV Waco-Temple. 


Inner Sanctum 


WNBF-TV Binghamton, Whipple Bros.; 
WGN-TV Chicago; KGMB-TV Honolulu; 
WLEX-TV Lexington, Ky.; KPHO-TV 


Phoenix. 


Life of Riley C 

KSBW-TV Salinas-Montery, Borden Dairy 
Delivery. 

Paragon Playhouse 


WGR-TV__ Buffalo; KIEM-TV 


Eureka, 
Thrifty Orange Stamp Co. 


Victory at Sea 


WROW-TV Albany; WLEX-TV Lexington, 
Ky.; KWTX-TV Waco-Temple. 


The Visitor 


WGR-TV Buffalo; WLEX-TV Lexington, 
Ky.; KOVR Stockton, Calif. 


Watch the World 
WMCT Memphis. 


Weekly News Review 


KRBC-TV Abilene, Willis-Cox Insurance; 
KTVH Hutchinson ; MR- New 
Orleans; KBES-TV Medford; WSIX-TV 


Nashville; KWTX-TV Waco-Temple. 


SCREEN GEMS, INC. 


Adventures of Rin Tin Tin 


KRBC-TV Abilene, Dr. Pepper Bottling Co.; 
KPLC-TV Lake Charles, La., Watson Ice 
Cream; KARK-TV Little Rock; WMUR-TV 
Manchester; KMID-TV Midland, Tex. Shep- 
ard Roofing; KZTV Reno; KVOA-TV Tuc- 
son, Goodman’s Markets. 


‘All-Star Theatre 


WAIM-TV Anderson, S. C.; WBRZ Baton 
Rouge; WHO-TV Des Moines, Central Na- 
tional Bank & Trust; WINK-TV Ft. Myers, 
Fla. (Renewal); KATV Little Rock ; 
WMUR-TV Manchester; WXIX Milwaukee; 
KGVO-TV Missoula, Mont.; WSIX-TV 
Nashville; KBET-TV Sacramento; KGO-TV 
San Francisco; KEY-T Santa Barbara, Dr. 


Ross Dog Food, (Renewal); KELO-TV 
Sioux Falls, S. D., Budweiser; KVOA-TV 
Tucson, El Rancho Market; KFDX-TV 


Wichita Falls, Tex., 
Big Playback 
KELO-TV Sioux Falls, 


Jet Jackson 
WMUR-TV Manchester; KPHO-TV Phoenix. 


Top Plays of 1955 


KOB-TV Albuquergue; KTBC-TV 
Pan Dandy Bread; WINK-TV Ft. 
WMUR- Manchester; KPHO-TV Phoe- 
nix; KSWS-TV Roswell, N. M. 


STERLING TELEVISION CO. 


Adventures in Sports 


WNCT Greenville, N. C., 
Fertilizer. 


(Renewal). 


Ss. D. 


Austin, 
Myers; 


Smith-Douglass 


Armchair Adventure 


KDKA-TV Pittsburgh, 
Co. 


Dillar TV Quiz 
KCMC-TV Texarkana, Dillards Dept. Store 


Hook, Line and Sinker 
= Greenville, N. C., Goldsboro Milling 
0. 


Little Show 


KBES-TV Medford, Ore. ; 
Pharmacy. 


Little Theater 
Kingan Reliable Products 


Duquesne Brewing 


Weinscott’s 


sponsoring in 























Glamour in Sterling’s Movie Museum 


following markets: WNCT Greenville, 
WNAO-TV Raleigh, N. C., WTVR Rich- 
mond, WMFD Wilmington. 


Movie Museum 


KRLD-TV Dallas, James Hampton Auto 
Co.; WNCT Greenville, N. C., State Chem- 
ical Co. (fertilizer). 


Norge TV Quiz 
KCEN-TV Temple, Tex., Norge Appliances. 
UNITED PRESS ASSOCIATIONS 


United Press Movietone News 


KOB-TV Albuquerque; KLOR Portland, 
Ore.; KENS-TV San Antonio. 


UNITED WORLD FILMS, INC. 


Headlines on Parade 
WPTZ Philadelphia. 


Sportscholar 
KSL-TV Salt Lake City. 


Stranger Than Fiction 
WTVH Peoria, Ill.; KVAL-TV Eugene, Ore. 


LOUIS WEISS & CO. 


Canine Commenis 
WCMB-TV Harrisburg, Pa. 


Craig Kennedy Criminologist 


WJIBF-TV Augusta, Ga. ; WUSN-TV 
Charleston, S. C.; WBBM-TV Chicago; 
WCMB-TV Harrisburg, Pa.; WSLI-TV 
Jackson ; WTOK-TV Meridian, Miss. ; 

WCAU-TV Philadelphia; WGEM-TV Quincy. 
Ill.; KUTV Salt Lake City. 


Thrill of Your Life 
WCMB-TV Harrisburg, Pa. 


Commercial Sales 


AMERICAN FILM PRODUCERS 

In Production: Duff's Baking Mix Corp., 
Cake Mixes, Doherty, Clifford, Steers & 
Schenfield. 


GOLDSWAN PRODUCTIONS, INC. 


Completed: Houbigant, Inc., April Showers 
Deodorant, Emil Mogul; R. Reynolds 
Tobacco Co., Camel Cigarettes, Wm. Esty; 
Colgate- Palmolive Co., Wilson Line Excur- 
sions (for Academy Pictures) ; National Bis- 
cuit Co., Veri-Thin Pretzels, McCann- 
Erickson. 


LALLEY & LOVE, INC. 


Completed: L. C. Smith & Corona — 
writers, Inc., Portable Rel nr tee ray Cun- 
ningham & Walsh; Nash-Kelvinator Corp. 
(Nash Motors Div.), Automobiles, Geyer; 
American Safety Razor Corp., Razors & 
Blades, McCann-Erickson; Nash-Kelvinator 
Corp. (Kelvinator Div.), Refrig.-Freezer, 
Geyer; Lederle Laboratories Div. American 
Cyanamid Co., Conklin Mann; Westinghouse 
Electric Corp., Studio One Opening, 
McCann-Erickson. 


LEWIS AND MARTIN FILMS, INC. 


Completed: Bell Telephone Co. of Pa., Mich- 
igan Bell, N. W. Ayer & Son; A. Gettelman 
Brewing Co., Beer, Y&R; The Florsheim 
Shoe Co., Inc., Direct; Reddi-Wip, Inc., 
Whip Cream, ‘R&R; i io Corp. 
Radio-TV, Y&R: Hudepohl Brewing Co., 
Beer. Stockton-West-Burkhart; Montgom- 
ery Ward & Co., Carpets, Direct; Amana 
Refrigeration, Inc., Freezers, Gourfain-Cobb; 
The Hallicrafters, Radio-TV, Walker B. 
Sheriff; TV Time Popcorn, Sherwin Robert 





Rodgers; Serta Associates, Inc., Mattresses, 
Bozell & Jacobs; Hutchinson's Chemicai 
Corp., Wax, Roberts, MacAvinche & Senne; 
Hamburger Co., Martin's Sheranova Wine, 
Olian & Bronner; All-In-One, Reducing 
Pills, R&R; The Prudential Insurance Co. 
of America, Calkins & Holden. 

In Production: Ben-Hur Products, Inc., 
Freezers, Walker B. Sheriff; Reddi-Wip, 
Inc., Whip Cream, R&R; Montgomery Ward 
& Co., Carpets, Direct; Tote Brush, Inc., 
Tooth Brushes, Gordon Best. 


LOUCKS & NORLING STUDIOS 


Completed: Goodyear Tire & Rubber Co., 
Inc., Tires, Y&R; Binaca, Toothpaste, 
Campbell-Ewald; Wine Growers Guild, 
Dancer-Fitzgerald-Sample. 

In Production: Bulova Watch Co., Inc., 
Direct; Gillette Safety Razor Co., Maxon. 


REID H. RAY FILM 
INDUSTRIES, INC. 


Completed: Doughboy Industries Inc., Plas- 
tic cools, BBD&O (Mpls.); International 
Milling Co., Robin Hood Flour, Ww. 
Kastor; Northrup, King & Co., Lawn Seed, 
BBD&O (Mpls.); Deere & Co.; Farm Trac- 
tors & Implements, Direct; International 
Harvester ‘o., Farm Tractors & Imple- 
ments, Aubrey, Findly; Pillsbury Mills, 
Inc., Ballard Cinnamon Rolls, Campbell- 
Mithun (Mpls.). 


TRANSFILM INC. 


Completed: Robert Hall Clothes, Frank Saw- 
don; General Electric Co., G-E Radios-TV 
Sets. Maxon; General Motors Corp. Pontiac, 
MacManus, John & Adams; Dow Chemical 
Co., Dowex Water Softener, MacManus, 
John & Adams; Continental Baking Co., 
Inc., Daffodil Bread, Ted Bates; 5-Day Lab- 
oratories. Deodorant Pads, Grey; Dow 
Chemical Co., Saran Wrap, MacManus, John 
& Adams; Snow Crop Div. Clinton Foods, 
Inc., Frozen Foods, Maxon; Fort Pitt Brew- 
ing Co., Beer, BBD&O. 


T.V. FILM PRODUCTIONS, INC. 


Completed: Procter & Gamble Co., Ivory, 
Crisco, Compton; John H. Dulany & Son, 
Inc., Potato Salad, Compton; Socony Vac- 
uum Oil Co., Inc., Gasoline, Compton. 

In Production: American Can Co., Milk 
Containers, Compton; Procter & Gamble Co., 
Drene Shampoo, Compton; Procter & 
Gamble Co., Gleem Toothpaste, Compton; 
M. K. Goetz Brewing Co., Beer, Compton; 
H. J. Heinz Co., Baby Food, MacLaren 
Adv. Ltd. 


TV GRAPHICS, INC. 


Completed: Philip Morris & Co. Ltd. Inc., 
vigarettes, Biow-Beirn-Toigo: Pure Oil Co., 
Gasoline, Leo Burnett; The F & M Schaefer 
Brewing Co., Beer, BBD&O; The Borden 
Co., Instant Coffee, Doherty-Clifford-Steers 
& Shenfield. 

In Production: Philip Morris & Co., Ltd. 
Inc., Cigarettes, Biow-Beirn-Toigo; Liggett 
& Myers Tobacco Co., Chesterfield Cigar- 
ettes, Cunningham & Walsh; Fels & Co., 
Instant Fels Naptha, Town Advertising; 
Aluminum Company of America, Alcoa Hall- 
ite Utensils, Fuller & Smith & Ross; State 
Farm Mutual Automobile Insurance Co., 
Needham, Louis & Brorby. 


TV SPOTS, INC. 


Completed: Quality Bakers, Sunbeam & 
Gordon's Bread, Philip S. Boone & Assoc.; 

California Pontiac Dealers, MacManus, 
John & Adams; West Coast Airlines, Miller, 
Mackay, Hoeck & Hartung; Marks Bros. 
Jewelers, Jewelry Store, W. B. Doner; The 
National Brewing Co., National Bohemian 


(Continued on page 92) 


rie Bt na 


Proof in a Lalley and Love spot. 








In the SPOTlight 


current productions making 
sales records 





Agency: J. Walter Thompson Co. 
San Francisco 


Client: Kraft Foods Co. 





Agency: National Broadcasting 
Company, New York 
Client: WRCA Weather Report 





Agency: W. B. Doner & Co. 
Detroit 


Client: National Brewing Company 


inc. 


1037 N. Cole Ave., Los Angeles 38, Calif. 
Telephone Hollywood 5-5171 


New York Office: Miss Dorothy Johnson 
Plaza 5-4807 
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Commercials: cont'd jrom page 91) 


Beer, W. Doner; Kraft Foods Co., 
Cheese, J. Walter Thompson. 

In Production: American Dairy Association, 
Butter, Campbell-Mithun ; eway Stores, 


Inc., Lucerne Milk, J. Walter Thompson; 
Buchan’s Baking Co., Bread, Miller, Mac- 
kay, Hoeck & Hartung; M. K. Goetz Brew- 


ing Co., Cosatry. Club Beer, Compton; 
Skelly Oil Co., Bruce B. Brewer & Co.; 
Plastone Co., Inc., Turtle Wax, W. B. 
Doner. 

UPA 

Completed: National Biscuit Co., Nabisco 
“Sky King’’, McCann-Erickson: American 


Gas Association, AGA Range, McCann- — 
son; Continental Oil Co., Conoco, B&B; 
Prescott Co., Dazzle, Monroe J. Bicker’ 
United Jewish Appeal, 

In Productics: Health Information Founda- 





tion, Veteutegz 
Information ‘o 
Corp., Jell-O, Y&R; General Foods Co 
Swansdown, Y&R; Bristol- Myers Co., 
ferin, Y&R; Piel Bros., Beer, Y&R; Procter 


& Gamble Co., 
Broadcasting Co., 


Reynolds Tobacco Co., 
Wm. Esty, The Andrew Jergens Co., 


Health Insurance, 
undation ; 


bufy Soap, Robert Orr; 


Health 
General Foods 
rp., 
Buf- 


Crisco, -~ ton; Columbia 


tes; R. J. 


Cavalier Cigarettes, 


ood- 


Procter & Gamble 


Co., Ivory Flakes, Compton. 

VIDEO PICTURES, INC. 

Completed : a a Gas Corp., Bozell & 
Jacobs; The . B. Williams Co., Conti 
meee. lt SOM Castleman & Pierce; 
The Simoniz Co., Body Sheen, Sullivan, 
Stauffer, Colwell & Bayles; The Simoniz 
Co., Paste, Sullivan, Stauffer, Colwell & 
Bayles. 


In Production: 


Speidel Co., 


Watch Bands, 


Sullivan, Stauffer, Colwell & Bayles; Anson 


Inc., 


grams, Grey. 


Jewelry, Grey; 


Anson Inc., 


Anson- 





Perfect balance.. 


. of skilled operating technicians, specially designed equipment, and 


constant laboratory research maintains Precision leadership in the field of film processing. 


Electronic Printing, for example, illustrates the results of Precision’s continuing search for 
improved ways to serve leading producers, directors, and cameramen. This important Maurer 
development in the printing of optical sound from magnetic original is installed at Precision 
for kinescope and other recording direct to the optical track. 


In everything there is one best...in film processing, it’s 





LAesbsS R_A-TOW 
46TH 


21 wesT 





A division of J. A 


STREET, 


! 
YORK 






NEW 


. Maurer, Inc. 





Wash. Memo (Cont'd from page 83) 
recent conference here on woman- 
power, RCA board chairman David 
Sarnoff made a surprising revelation. 
Women, he said, are his “boss”. What 
he meant, he explained, was that more 
than half of RCA’s 175,000 stockhold- 
ers are women. 

RCA has one woman on its board 
(Mrs. Douglas Horton), Gen. Sarnoff 
pointed out, but at the 
executive level of vice president. Why 
this is so, he could ascribe only to a 
tradition which holds that women are 
bad risks for permanent positions. 
Eventually, he said, this wiil disappear 
and it will become 


no women 


“traditional” to ap- 
point women. After a few get there 
and stay there, he added, 
follow.” 

After Gen. Sarnoff finished speak- 
ing on opportunities for women in the 
electronics field, a woman member of 
the panel, Dr. Mirra Komarovsky of 
Barnard College, followed. The lady 
professor related a pun she overheard 
while waiting her turn: “Gen. Sarnoff 
should develop a department of “The 
Guided Missus’ ”. 


“others will 


=“‘A Must...’”’ 


says PAUL PRICE, TV Advisor, 
Allied Artists Productions, 
Hollywood, of: 


TELEVISION 
Program Production 


by CARROLL O’MEARA, TV Consult- 
ant and Agency Representative; for- 
merly Producer-Director, NBC-TV. 


JUST PUBLISHED. Indispensable 
guide for all connected with TV— 
Packed with up-to-the-minute help on 
staging, lighting, use of graphic ma- 
terials, ete.; discusses today’s best 
techniques for various program for- 
mats — extempore, educational and 
demonstration, drama, comedy and 
variety, special events and sports. Ex- 
plains remote telecasting, kinescope, 
tape recording; writing, producing 


commercials. Covers new problems 
raised by color TV. 23 ills., 360 pp. 
$5 


“The most thorough, easy-to-under- 
stand book I ever read on broadcast- 
ing.’"— JOHN GUEDEL, Producer of 
of “You Bet Your Life,” “People Are 
Funny,” ete. 


@ Send for this book. Save postage by 
remitting with order. Book returnable 
if not satisfactory. Address Dept. TA-1. 
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Wall Street Report 


Strong Comeback. The roller-coast- 
er performance of the stock markets 
Fulbright 
gave convincing proof of the firm base 
of the market—and the television 
stocks in particular. 

When the break started the tv stocks 
gave ground slowly. The big break 
came on March 14 and the video issues 
cracked sharply as 4,220,000 shares 
poured into the market from nervous 
sellers. Both General Electric and 
Westinghouse wilted slightly under the 
pressure, losing over a point in each 


during the investigation 


case. Other tv issues were pushed 
back. Admiral lost over one point, 
rolling its total loss from its high to 
over 4 points, a decline of more than 
10 per cent. The prices of other issues 
including CBS, RCA, ABC and Zenith 
suffered to the same extent. But the 
following day all the tv issues snapped 
back sharply along with the rest of the 
market and as the month drew to a 
close the market and the tv issues had 
stabilized. 

Once more it becomes apparent that 
the stock market and television have 
a closer operating link than had been 
realized. One of the focal points of the 
Fulbright inquiry has been on the im- 
pact of Walter Winchell’s tv broad- 
casts. After hearing all sides and ver- 
sions of the controversy, the following 
facts stand out: Mr. Winchell gave no 
factual misinformation to his public. 
Nor was his information in many cases 
exclusive. In fact, the columnist admit- 
ted the information from his broadcast 
had appeared earlier in the pages of 
The New York Times and The Wall 
Street Journal. Thus, his information 
was accurate and already well-cir- 
culated. But assuming the readership 
of both papers at the highest potential, 
undoubtedly no more than 3 million 
people would have been made aware of 
the developments. But Mr. Winchell 
with an audience estimated in the 
neighborhood of 25 million to 30 mil- 
lion tremendously broadened.the mar- 
ket. 


Telecast Stirred Interest. A  con- 
troversy always serves to arouse pub- 


lic interest in the subject and it is safe 
to say that as a result of the televising 
of various segments of the Fulbright 
inquiry, coupled with Senator Cape- 
hart’s appearance on Winchell’s pro- 
gram, the understanding of the facts of 
trading and stock buying have been 
more widely disseminated in the last 
few weeks than ever before. Such a 
development cannot help but be help- 
ful to both television and the stock 
markets in the long run. 

of the key 
companies in the industry continued to 
be rosy. General Electric Co., for ex- 


Meanwhile, prospects 


ample, is expecting full earnings for 
the current year to top those of 1954 
by an estimated $10 million. This 
would mean an increase in per-share 
earnings this year to approximately 
$2.60 per share, compared with $2.46 
per share last year. 

John D. Lokton, G.E. treasurer, said 
the company’s business in the first part 
of the year was running substantially 
ahead of 1954, particularly in the ap- 
pliance field. He added that the indus- 
try is threatened with a shortage of 
skilled, technical labor, which will be 
more effective as a brake on unemploy- 
ment than the much-disputed guaran- 
teed annual wage. 

Stromberg-Carlson’s net is also ex- 
pected to jump this year. Net income 
for 1955 is expected to be over $4 per 
share, compared with the $3.65 per 
share the company earned in 1954. 
Last year the company’s sales showed 
a decline because of delay in produc- 
tion on government contracts. This 
loss is expected to be made up this 
year and, coupled with an expected in- 
crease in sales from other lines, the 
company’s volume and earnings should 


hit a record level in 1955. 


RCA Sales High. Radio Corp. of 
America may hit the $1-billion sales 
group this year while its earnings will 
come close to matching those of its 
best year, 1950, when they totaled 
$46,250,000. In 1954 the company’s 
volume was over $940 million and its 
earnings hit $40,525,000. As it entered 
1955 RCA had a backlog of govern- 























ment orders totaling $300 million. The 


National Broadcasting division had 
sales in 1954 of over $200 million. A 
10 per cent jump in the volume of the 
company’s volume this year is well 
within expectations and that would 
put the company well over the $1-bil- 
lion mark. 

One factor that would undoubtedly 
add to RCA’s strength in reaching a 
higher sales volume would be from 
the acquisition and affiliation with new 
tv stations. NBC purchased wsuF-Tv 
Buffalo and WKNB New Britain-Hart- 
ford, both uhf stations, and is report- 
edly dickering with Westinghouse for 
the purchase of wetz Philadelphia, the 
nation’s third largest market. In return 
NBC would grant affiliation to the re- 
cently acquired Westinghouse station 
in Pittsburgh and sell the present NBC- 
owned station in Cleveland, WNBK, to 
Westinghouse. 

This complicated bit of negotiation 
would result in a stronger position for 
RCA in network selling while bringing 
its number of fully-owned stations up 
to full strength. Westinghouse would 
presumably gain increased sales for its 
Pittsburgh unit, which previously had 
been owned by and affiliated with the 
Du Mont network, and also acquire a 
key station in the Cleveland area. It 
has a number of plants there. 


Increased Philco Earnings. Philco 
Corp. earnings this year are bound to 
show a substantial increase from the 


(Continued on page 94) 
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Wall Street (Continued) 


$1.69 per share the company earned 
in 1954. The company’s decline in 
earnings and sales was attributed to 
the long strike during May and June 
of last year, an event not expected to 
happen again this year. James H. Car- 
mine, president, acknowledges that 
business of the company has been in- 
creasing steadily since the first of the 
year. 

Apart from the individual perform- 
ance of corporations who are di- 
rectly involved in production of tv sets, 





television equipment or telecasting, 
it is now apparent that the sales and 
earnings of other companies will be 
increasingly affected by the tv market. 
One example is the film industry. It’s 
established that Warner Bros. already 
has agreed to a tv program over the 
ABC network that will involve use of 
some of the film company’s backlog of 
feature films plus the use of original 
shorts made exclusively for tv use. 
This brings to five the number of 
Hollywood companies allied with tele- 
vision. Columbia Pictures, Republic 
Pictures, Walt Disney and Twentieth 


Station Identification * 


WJAR-TV Providence has a rooster— 
a Rhode Island Red—to do the sta- 
tion’s crowing. 

The station began using the rooster 
as its identification symbol May 3, 
1953 when WJAR-TV stepped up its 
power to 225 kw. It chose the Rhode 
Island Red for three excellent reasons: 
First and obviously, the breed (valued, 
incidentally, for both its meat and 
eggs) was named for the state. As a 
result, the station’s trademark is called 
“Little Rhody.” wJAR-TV officials fur- 
ther felt the rooster had strong and 
valuable “animation appeal” which the 
station’s films have since born out. 
Third, the wJar-Tv staff had its eye 
cocked toward color television and 
plans to use “Little Rhody” to “the 
fullest extent” in multichrome. 


When it was time to be graphic 
about the idea, wJAR-TvV did a 
thorough job. The station appointed 
poultry specialist Thomas C. Higgins 
of the University of Rhode Island to 
pick a model specimen. His selection, 
a prize rooster with a typically high 
carriage and red-brown plummage, 
posed and crowed for the film now 
used for sign-ons and ID’s. 

Since then, Little Rhody has made 
innumerable public appearances on 
mailing pieces, program schedules, rate 
cards and advertisements (in news- 
papers, trade magazines and the con- 
sumer’s Television Guide). He even 
stands—as a ceramic piece—on the 
desk of many advertising executives 
and heads a wJaR-Tv “Roostergram” 
which, like a telegram, carries the 
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WJAR-TV sales story to key agency 
people. 

In fact, the station could almost be 
said to have started a rooster fad. The 
state’s development council has also 
adopted a bird of the same breed for 





its symbol and pictured it on a sticker 
to publicize Rhode Island industry. 
And in both a popular poll and an act 
of the General Asembly last year, the 
Rhode Island Red was adopted as 
the official state bird. 

Clearly, the rooster and WJAR-TV 
have made their impression upon the 
public mind. But perhaps the most 
sincere compliment came recently when 
the owner of a bantom in Bristol 
named his pet in honor of WJAR-TV: 
“Channel 10.” 


*one of a series 


Century Fox are committed to produc- 
tion for the new medium. 


Heavy Investment. Paramount Pic- 
tures has heavy investments in tele- 
vision through its ownership of Du 
Mont stock and its Lawrence color 
tube not to mention its plans for sub- 
scription television. Only Metro-Gold- 
wyn-Mayer, and RKO-Radio Pictures 
have kept silent on their tv plans. Last 
month Milton Rackmil, Universal-In- 
ternational president, told his stock- 
holders his company was working out 
a plan for its entrance into the tv field. 
Since it is known that Metro is also 
working out plans for its initial video 
venture the Howard Hughes company 
would seem to be the only holdout. 
However, Floyd Odlum of Atlas Corp., 
who is co-controlling stockholder of 
RKO Pictures Corp. with Mr. Hughes, 
is interested in the film properties 
owned by the movie maker. He evi- 
dently believes he could work out a 
satisfactory arrangement for tv use of 
its films without destroying the com- 
pany’s relationship with exhibitors. 

Thus investors who until now have 
been unable to determine the relation- 
ship between tv and movies are now re- 
doubling their efforts to analyze the 
potential to the film makers of an al- 
liance with the view-it-at-home medi- 
um. Those conjectures will soon be 
making their rounds in the brokerage 
offices and should be reflected quickly 
in the stock prices. 


High-Low Last 


Stock 1955 Quote* 
ABC-UPT 2814-22 2536 
ADMIRAL 30%4-25 2614 
AVCO 7%4- 6% 6% 
CBS 9414-79 91% 
DU MONT 1744-13% 15% 
EMERSON 166-1354 1456 
GE 554-4614 50% 
MAGNAVOX 3236-23 32 
MOTOROLA 5214-4444 4614 
PHILCO 40%-35% 373% 
RCA 45% -36% 41% 
RAYTHEON 24%4-18 21% 
SYLVANIA 473-41 42%, 
WESTINGHOUSE 83%4-73% 743% 
ZENITH 103% -86 102% 


Over-the-Counter Stocks 


Bid-Asked 
CONSOLIDATED BDCSTG. 2414-254 
GUILD 5%- 6% 
OFFICIAL 41%- 4% 
STORER BDCSTG. 2434-2534, 


*As of the close, March 22, 1955 
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Telethons (Continued from page 49) 


another, it would be the second annual 
wHas Crusade for Children.” 

While telethons have been held for 
almost every charity, nearly half of 
all of those reported to TELEVISION AGE 
were for the United Cerebral Palsy As- 
sociation. This group, quick to grasp 
the possibilities of television as a fund- 
raiser, has in many instances staged its 
own telethons. Generally their format 
includes top name stars, who entertain, 
read pledges and interview victims and 
their parents on the need for money. 
of $360,000 in 
pledges was set last year by WFIL-am-tv 
Philadelphia for this charity. The 18- 
hour pattern was the idea of Jack Steck, 
executive program director, and, ac- 
cording to the station, is the basis for 
the usual UCPA telethon. Each quarter 
hour is sub-divided into three five- 
minute segments. First of these is de- 


An area record 


voted to entertainment, second to stars 
reading pledges and announcing run- 
ning totals and the third to interviews. 

Mr. Steck feels the interviews with 
palsy victims are the most effective part 
of the appeal. He says that the honesty 
and sincerity of these expressions add 
depth to what could very well be just 
marathon entertainment. 


Three Other Campaigns 


WFIL-TV has had three other Cerebral 
Palsy campaigns and a March of Dimes 
drive, all of which have been sucessful. 


Other typical Palsy campaigns were 
reported from all parts of the nation. 

wcco-Tv Minneapolis conducted an 
extremely successful 15'%4-hour Palsy 
telethon last year, that brought in sub- 
scriptions of $132,000 and payments of 
$151,000. In spite of the fine showing, 
the station is critical of disrupting its 
entire schedule for one campaign. In 
the future they “will look with more 
sympathy upon a telethon controlled 
locally” to raise money for victims of 
# catastrophe or disaster which has 
taken place within the station’s own 
area. They are critical, too, of profes- 
sional fund-raisers. 

wwor-Tv Worcester, Mass., uhf, was 
well pleased with the telethon it con- 
ducted for UCPA. Lasting 19 hours, 
the program featured Eartha Kitt, Jef- 
frey Lynn, Cindy Lord, Alan Dale and 
many other name stars. Of the $22,400 


subscribed $18,800 was collected. At 
the time of the show wwor-Tv had only 
been on the air five months and set- 
conversion was still in progress, the 
management notes. Publicity for wwor- 
TV, as well as for the charity, were felt 
to be very valuable. 

While kst-tv Salt Lake City con- 
ducted a successful 18-hour program 
for Palsy in 1953, which raised $75,000, 
vice president and general manager D. 
Lennox Murdoch says the station would 
not conduct another, especially if the 
arrangements were similar to those of 
the past. 


Top Talent Helped 


Top talent, including Don Ameche, 
Johnny Desmond, Roberta Quinlan, 
Cliff Norton and others helped wrsc- 
tv Greenville, S. C., stage a 17'2-hour 
drive for Palsy which yielded promises 
of $60,000, collections of $47,500. 
Norvin C. Duncan, assistant manager, 
says the station will probably stage 
another this spring. 

A highly successful 16-hour program 
for UCPA was staged at wFBM-Tv In- 
dianapolis with the help of name stars, 
sports celebrities and local performers. 
High school students became so en- 
thusiastic about the drive that they 
started 
canvasses which added many dollars to 


spontaneous _ house-to-house 
the fund. The Indianapolis telethon was 
another in which more money, $241,- 
000, was paid in than was subscribed, 
$203,000. 

wTpa Harrisburg, Pa., is a veteran 
of two telethons for Palsy with the usual 
variety format. The first, in 1953, lasted 
18 hours. $47,000 was subscribed, and 
$46,000 was actually paid. The second, 
last year, raised $40,000, of which 
more than $37,000 has been collected. 
General manager David J. Bennett says 
the station will “definitely conduct 
another.” However, he wonders if tele- 
thons “because of their emotional ap- 
peal, raise more funds proportionately 
than the particular charity should 
have?” 

Owens F. Alexander, manager of tv 
operations, WSLI-TV Jackson, Miss., ob- 
serves that while telethons are a “huge 
undertaking,” his station’s experience 
with a 19-hour telecast for Cerebral 
Palsy was most successful. Around 
$75,000 was pledged and collected with 


(Continued on page 96) 











MEN, LET'S FACE iT — 

EVERY MORNING, 
50 Million Males, jump 
out of bed .......+++: 
to BATHE & SHAVE... 














“MOLLIE...” 


To .... BATHE & SHAVE. Yes, 
every morning 40 Million shout for 
Mollie, or Sue, or Mary. 

(The others are already late for the 
7:15) 


MEN, LET'S FACE IT—!t's BATH- 
ROOM CLUTTER. It's the National 
pet peeve. Hmm... . . FIFTY 
MILLION HOMES IN NEED OF 
THE ONE EXCLUSIVE PATENTED 
(ADJ) PRODUCT that “ENDS 
BATHROOM CLUTTER.” A 
Proven, evaluated Product accept- 
ed by Millions at a mass market 
price. 


A multiple Outlet product that can 
be sold in every Dept., Drug, Hard- 
ware and Supermarket on a nation- 
wide scale. A Product of Quality, 
Beauty and Utility; Low Cost of 
Production, adequate Profit for 
hard hitting advertising in all 
media. 


WE HAVE THE PRODUCT, 
PATENTS, Manufacturing Equip- 
ment. DO YOU HAVE THE 
CLIENT WHO WOULD BE IN- 
TERESTED ON AN EXCLUSIVE 
ROYALTY LICENSE BAS!S? CAP- 
ITAL REQUIREMENTS—IRREVO- 
CABLE NATIONAL ADVERTIS- 
ING CAMPAIGN. INTERESTED? 
Then let's discuss it personally. 


Write to: 


Box No. 600 TELEVISION AGE 
444 Madison Ave., N. Y. 22, N. Y. 
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“The Devil 


was having 
wife trouble” 


**T JERE I AM, twenty-four years old and 

what have I done?” he had once 
written. But he was 53, and seared and 
toughened by years of Arctic struggle be- 
fore he reached his ultimate goal. 


On December 15, 1909, Robert E. Peary, 
standing where no man had set foot before, 
planted our flag on the North Pole. 


His return to his base was so uneventful 
one of his Eskimos said the Devil must 
either have been asleep or having trouble 
with his wife. 


Actually, good luck was a rarity to 
Peary. He had failed six times before to 
reach the Pole, but he never gave up. He 
lived all his life by his personal motto: 
I shall find a way or make one. 


Peary’s was a motto we all find easy to 
understand. It typifies the “strike-out-for- 
yourself” spirit of the 160 million Ameri- 
cans who stand behind U.S. Series E Sav- 
ings Bonds. Perhaps that’s why these 
Bonds are among the finest investments in 
the world. For your own personal security 
—and your country’s—why not invest in 
Savings Bonds regularly ? 

* * * 
It’s actually easy to save money—when you 
buy United States Series E, Savings Bonds 
through the automatic Payroll Savings Plan 
where you work ! You just sign an application 
at your pay office; after that your saving is 
done for you. And the Bonds you receive will 
pay you interest at the rate of 3% per year, 
compounded semiannually, for as long as 19 
years and 8 months if you wish! Sign up to- 
day! Or, if you’re self-employed, invest in 
Bonds regularly at your bank. Safe as America 


—U.S. Savings Bonds. 


The U.S. Government does not pay for 
this advertisement. It is donated by 
this in pera with the 
Advertising Council and the Magazine 
Publishers of America. 
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Telethons (Continued from page 95) 


the help of nationally known perform- 
ers. More than 15,000 people visited 
WSLI-TV studios during the show. 

Two telethons have been conducted 
by wkRc-Tv Cincinnati. The first, for 
Palsy, lasted about 12 hours and 
brought in pledges of $108,000, of 
which $91,000 was paid. The second, 
for polio, adopted a different format. A 
carload of potatoes was auctioned off 
in a four-hour show on a Saturday 
afternoon. Called Operation Spud, the 
drive brought in pledges of $24,000 
which was overpaid to the amount of 
$25,000. The station does not like the 
high pressure methods common to tele- 
thons but would not say it might not 
conduct another if the cause seems 
worthy and the plan, workable. 


Polio Fund Popular 


Campaigns to help the fight against 
polio are very popular. Usually con- 
ducted by the station, or some local 
organization, these drives have been 
less criticized than some operated by 
national campaigners. 


WFAA-TV Dallas is a veteran of four 
drives for the Dallas County Polio 
Foundation but this year has adopted a 
new type of program. Some 14,000 
children in the area received Salk vac- 
cine last year. With these children and 
additional recruits from the schools, 
100,000 youngsters will go from house 
to house soliciting contributions to the 
drive. On the following day, Sunday, 
the children will bring their contribu- 
tions to the station between 1 p.m. and 
5:30 p.m. to turn them over to four 
local child personalities on the station’s 
Polio Pioneers Parade. Some enter- 
tainment will be offered, but most of 
the show will be the actual parade of 
children. 


“IT think telethons have been over- 
done,” says Ralph W. Nimmons, man- 
ager, “to say nothing of the tremendous 
wear and tear which they impose on the 
members of the station staff in working 
all night.” 

A 14-hour telethon at wis-tv Colum- 
bia, S. C., pledged $18,500 for the 
Polio Foundation, of which 93 per cent 
was collected. Top local and area talent 
cooperated. The station will use tele- 
thons again but does not plan another 
this year because station management 


feels this type of campaign can “be 
overdone.” 

wFsc-tv Altoona kicked off the 
March of Dimes drive in their area in 
January with a telethon starring top 
area talent, resulting in pledges of about 
$4,000. The 
pleased with this example of tv’s pull. 

About $12,000 was subscribed dur- 
ing a 16'4-hour program for polio on 
KTVQ Oklahoma City, and some 70 per 
cent was collected. Public reaction was 
so good that the stations will hold 
others in the future. 


local committee was 


KTVE-Tv Longview, Texas, has con- 
ducted two telethons, one for March of 
Dimes, which was handled by station 
personnel and was considered a suc- 
cess, and one for Cerebral Palsy for 
which that association used station fa- 
cilities. Station executives are critical 
which the UCPA 
campaign was handled and would not 
hold another of that type. The polio 


of the manner in 


drive drew liberally from area talent 
and lasted for 18 hours. Money raised 
was estimated at $45,000. 

Shorter-than-average telethons, dub- 
bed by one station a “telethonette”, 
have been tried in smaller markets with 
success. 

wREx-TVv Rockford, IIl., cooperating 
with the entire community in a drive 
for the American Korean Foundation, 
staged a 2'4-hour drive, creating the 
name telethonette for the project. While 
total funds collected were small, the ef- 
fort kicked off the campaign fund for 
the area. 

More than $6,500 was subscribed to 
the Arthritis and Rheumatism Founda- 
tion in the 4-hour drive staged over 
KVAL-TV Eugene, Ore., last November. 
Sixty-five performers took part in the 
show which taxed the station’s 27’x31’ 
studio to the utmost. 

The Salvation Army Tree of Lights 
campaign benefitted by $4,000 from 
the four-hour show staged over WOC-TV 
Davenport. 

KZTV Reno staged a 7-hour telethon 
for the March of Dimes last year, which 
brought in pledges of $21,000, about 
two-thirds collected. 
Learning from this, the station has con- 
ducted two shorter telethons since. 


of which was 


For the past five years KOTV Tulsa 
has held a March of Dimes drive each 
January. This year the program lasted 
17% hours and collected around $10,- 


(Continued on page 99) 
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HOUR OF SHOWS” 
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—_ JOHN CONNOLLY 

‘ | 2 to 3 P.M. 

; e Monday through Friday 
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t ceacaial tt 

D 

t 

] Chalk up another powerful sales-maker for Michigan’s 


First Television Station! 


“Hour of Shows” presents two outstanding productions 
back to back . . . features Dane Clark, Melvyn Douglas, 


Ann Rutherford, Caesar Romero, Marjorie Reynolds 





and other headliners. To add still more glamor, the 









“Hour of Shows’”’ host is matinee idol John Connolly 


who has sung his way into the hearts of hundreds of 





thousands of Detroit-area women. 


——ee 


Here’s the quality, the appeal, the salesmaking sock of 
nighttime programming at daytime rates. Here’s where 


your Detroit participation budget belongs. For availa- 





bilities on ‘Hour of Shows,”’ phone, wire or write your 


nearest Hollingbery office or WWJ-TV direct. 


In Detroit . . . You Sell More on channel 4 W WJTV 


NBC Television Network 
DETROIT 


Associate AM-FM Station WWJ 
FIRST IN MICHIGAN © Owned and Operated by THE DETROIT NEWS 


® National Representatives: THE GEORGE P. HOLLINGBERY COMPANY 
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She Felyer Haltions 


WKZO — KALAMAZOO 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 











Is This 
“COVERAGE”? 


THIS HALF 
1S 
NEBRASKA'S 


OTHER 
BIG MARKET. 





Youre HALF NAKED IN NEBRASKA COVERAGE 
IF YOU DON’T REACH LINCOLN-LAND — 


42 rich counties with a population of 642,250 — 
207,050 families. KOLN-TV reaches over 
125,000 families unduplicated by any other station! 


The KOLN-TV tower is 75 miles from Omaha! 
This Lincoln-Land location is farther removed from 
the Omaha market than is Cincinnati from Dayton, 


Buffalo from Rochester or Lancaster from Philadelphia. 


KOLN -1V covers LINCOLN-LAND—NEBRASKA’S OTHER BIG MARKET 


CHANNEL 10 


316,000 WATTS ¢ LINCOLN, NEBRASKA 


ABC DUMONT 


Avery-Knodel, Inc., Exclusive National Representatives 
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Telethons (Continued from page 96) 


000. Management considers the annual 
drive a genuine public service but 
would hesitate to add another to the 
year’s schedule. 

Presented from the auditorium of 
the University of Arizona before a live 
audience of 1,800, the Kopo-Tv Tucson 
5-hour drive for Palsy brought in 
pledges of $21,000. 

The 1954 kcsJ-Tv Pueblo, Col., tele- 
thon for the March of Dimes netted 
$4,627 after $6,000 had been subscrib- 
ed. The program, including some 47 
acts, lasted 7 hours and included an 
auction of items donated for the cam- 
paign by merchants. Viewers voted for 
favorite acts by subscriptions, and 
those elected performed a proportion- 
ate number of times during the evening. 


A successful auction-type telethon 
was conducted by KMID-Tv Midland, 
Tex., for polio in a 9-hour drive that 
netted $35,000. Local talent entertain- 
ed between auctioning of merchandise. 


Boy Scouts collected pledges made as 
bids on merchandise during the KxLF- 
TV Butte, Mont., telethon which brought 
in more than $6,000 in a four-hour 
show for the March of Dimes. E. B. 
Craney, general manager, commented 
that while the show was a success he 
does not care about raising funds in 
this manner as the “appeal is to the 
heart instead of to the head when such 


_ methods are employed.” 


16-Hour Auction 


KDUB-TV Lubbock, Tex., conducted 
an auction-type 16-hour telethon for 
the March of Dimes last year and plans 
another for 1955. The drive was con- 
ducted by the Exchange Club with the 
help of local merchants, name stars, 
and station talent. About $26,000 was 
collected in 1954 as compared to $23,- 
000 the year before. This was more 
money than was raised by all other 
sources combined during the cam- 
paigns. 

WPBN-TV Traverse City, Mich., net- 
ted $1,670 with an auction-type tele- 
thon for the March of Dimes’ 1955 
campaign. 

A third telethon is being staged by 
KRBC-TV Abilene with the Kiwanis club 
putting on the campaign for the March 
of Dimes. The station feels that all 


three programs have been successful. 

United campaigns and community 
chest drives for all charities have re- 
ceived the cooperation of many sta- 
tions: KIVA-Tv Yuma, Ariz., staged a 
16-hour “try-thon” in November to 
make up a deficit in the United Fund 
drive in that city. The station combined 
with local radio stations and the news- 
paper for the show. More than enough 
to meet the deficit was subscribed. 

In Charlotte, N. C., wetv pledged 
$64,000 for the Mecklenburg County 
United Community Services with a 
15-hour program which was simul- 
cast over radio station WBT. Name per- 
formers and local personalities helped 
more than 500 volunteer workers. The 
station regards the promotion as an un- 
qualified success. 


Unfavorable Reaction 


Among unfavorable reactions to 
telethons is that of Ray W. Welpott, 
manager of wRcB Schenectady, who 
says: “It is our belief that a continuing, 
year-round effort in behalf of all worth- 
while community projects discharges 
our responsibility in a more satis- 
factory manner than to ‘shoot the wad’ 
all at once.” 

R. W. Winnie, general 
manager WTMJ-TV Milwaukee, reports 


assistant 


the station is “unequivocally opposed” 
to the marathon-type appeal. 

Edgar T. Bell, general manager of 
KWTV Oklahoma City, says of telethons, 
“I can assure you we have no intention 
of starting one.” 

Harmon Duncan, president wtvpD 
Durham, says “We are not violently 
opposed to a telethon but believe that 
the device has been very much misused 
in the past. It is our thinking that un- 
due emphasis is given to the dramatic 
charity appeals and that the perspective 
of the giving public is thereby destroy- 
ed by the telethon device.” 

“As suporters of the United Fund 
plan,” says Harold Essex, general man- 
ager of wsJs-Tv Winston-Salem, “we 
would not run telethons for such things 
as muscular dystrophy, polio and other 
agencies which do not want to come in 
under the United Fund umbrella. Just 
what we would do if we were requested 
to run a telethon for the United Fund 
1 honestly don’t know.” 

Paul Adanti, vice president of WHEN- 
TV Syracuse, says: “I, personally, don’t 


(Continued on page 102) 
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WHBF 


CBS FOR THE QUAD-CITIES 


“Your Best Buy 
Since 1925" 


As one of the nation's pioneer 
stations, WHBF radio has for 
30 years progressed with the 
desires of its growing audience 
.. +» WHBF-TV since 1950. Both 
offer you the experience, power, 
popularity and audience for 
successful selling in the pros- 
perous Quad-City market. 


Les Johnson, V.P. and Gen. Mgr 





TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Avery-Knodel, Inc 


Represented by 


Television” 
Sketehbook 


(A Program Aid) 


Timely and practical 
working scripts for the 
presentation of songs in 
dramatic, comic and pic- 
torial fashion. 

The very latest song hits 
as well as the standard 
favorites are developed 
into photogenic sketches 
which can be w effec- 
tively as complete musical 
shows, as production num- 
bers in variety programs 
or as scene-setting S8é- 
ments. 

There are dozens of 
ways in which sou can 
adapt the BMI Sketchbook 

to advantage. 


A Monthly BMI TV Service 


BROADCAST MUSIC, INC. 


NEW YORK e 


CHICAGO 
TORONTO ¢ MONTREAL 





HOLLYWOOD 
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Newspaper (Cont'd from page 45) 


station KTBS in preference to Interna- 
tional Broadcasting Corp. which op- 
erates radio station KWKH as well as 
the Shreveport Times and, through a 


First films 


Top film shows for January, 1955—compiled by AR 
























































subsidiary, KTHS and KTHV (TV) in iat wacten eehen | 
Little Rock Ark. Both KwkH and | /@€I | | | 
KTHS are 50 kw stations. International | | | 8 2 | S 3 | 8} 
has other radio and newspaper in- | Rank | Title and Distributor | Rtg. 5 | $ S = | a 
terests. = S OS S Q 
In this decision, the Commission | —+- 
found that International has “a power- | 
ful concentration of broadcast and | lL | Siipirmen Flamingo 23.0] 34.8(1) | 21.6(9) | 17.4(8) | 25.3(4) | 29.5(4) 14 
newspaper interests in the basic area” | | } 
of northern Louisiana, northeastern | | ; cy ‘ ey FF 
NBC 28.4(3) | 17.6(7) | 22.6(7) | 34.0(3) 3 
Texas and a substantial part of Ar- s | Betee a4 21.3) 32.7 | sida ‘i | 3 
kansas. It held that a tv grant to a | | 
company with two clear channel radio | 3 | Bill Hickok Flamingo 17.8] 23.5(6) | 26.6(6) | 20.5(4) | 22.2(8) | 35.1(2) 
stations, one tv station, and three news- | 
: mF tiny | | | 
papers in a contiguous area “would | 4 |I Led Three Lives ZIV | 17.8) 15.7 36.6(2) | 17.2(9) | 27.1(3) | 205( | 
produce a concentration of broadcast | 
and newspaper facilities not to be en- | | 
couraged in the conditions of com- We | Annie Oakley CBS 16.5 — 18.7(10)| 25.5(1) | 33.6(1) | 22.5(6F 4 
parison . . . under consideration.” | 
On the other hand, the Commission | . a ? 2 
found that KTBS had greater integra- | © | Range Rider CBS 15.6] — 41.6(1) | 15.5 | 24.1(5) | 13.4 
tion of local ownership with manage- | | 
ment, more extensive participation of | 7 |Mr. District Attorney Ziv| 15.1] 21.8(7) | 26.8(5) | 15.4 | 17.6 | 19.7(88 ] 
its owners in community affairs, and a | | 
record of performance giving “assur- | 4 , Lies ; wees ‘ie 
ance that the awareness of the area’s 8 | Liberace Guild 13.0] 16.4(10)| 24.5(7) | 10.2 | 27.8(2) | 13.5 
needs will be reflected in the program- | 
ming of the station.” 9 | Waterfront MCA 12.9] 10.8 iS ao SS 19.3 a 
Although it recognized that there | | 
are other radio stations and news- 
papers in the area, the Commission 10 | Ramar of Jungle TPA | 11.3} 21.8(7) | 13.8 as tas ie: 
decided that to give International one | 
of the two channels allocated to 11 | Abbot:, Costello MCA 11.1] 9.7 13.2 13.0 | 20.6 | 16.2 
Shreveport would be lending support 
to “a pattern of concentration of , Kid ZIi’ je ii 21.0(3 119.0 10)| 95.7(5 
strong instruments of communication.” 12 | Cisco Ki , 10.9} 17.9(9) | 17.7 AS) | rate = | 
“We should be reluctant” to do this, | } 
it concluded, “under circumstances of | 13 | Janet Dean, RN UM&M | 10.5 — 11.6 17.1(10) | 16.0 14.0 
comparison wherein we find before us_ | 
an applicant equally meritorious, in- ‘ ; e a ae 
troducing no such measure of concen- 14 | Hopalong Cassidy NBC | 9.7) — 6s * ake me 
tration . . .” 
The second case involved three ap- | 45 | Racket Squad ABC 9.5] 30.5(2) | — 15.2 | — 19.7(8) 
plications for channel 12 in Portland, 
Ore. They were Oregon Television, : | a 
Inc.. Northwest Television and Broad- 16 | Meet Corliss Archer ZII 9.3] 10.5 9.9 | 8.6 | 68 1.3 
casting Co., and Columbia Empire | 
Telecasters. The Portland Journal, 17 | Death Valley McCnn.-Eric.| 9.0] 6.1 22.4(8) | 12.4 | ans 14.4 
which operates radio station KPOJ, | 
held a 40 per cent interest in Colum- Vinee R | 16.8 | 
a. 18 | Foreign Intrigue Reyns. 9.0; — 16.9 | 16.8 —_ | — 
In this decision, the Commission 
could not find in any applicant an 19 | Star and Story Official 3.4 = 9.5 = | 8.5 2.5 
outstanding margin of preference over 
the others. It preferred Oregon on the r yee F 
(Continued on page 110) 20 | All-Star Theatre Scr.Gm.| 6.0 — — | 24 | 22.8(6) | 12.6 
Rating for city is followed by rank of program for that market, given in parenthesis. Program 
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| | : | 
| wn 3 
| | 3 < 3 3 § 
s x . 3 Pi = 
© ” = “= = 
Q Ss = = & & | 
_ 
—— | 
“7 19.0(5) | 22.1(1) | 25.8(2) | 29.7(1) | 24.0(2) | 
a 35.5(1) | 12.1(7) | 17.5(7) | 26.2(2) 8.2(1) | 
| en an | 
| 35.1() 12.0 12.2(6) | 12.2 19.1 21.6(3) 
| 20.5(7§ 19.0(5) | 9.2 18.9(6) | 20.0(10)| 18.8(5) 
22.5(6f 17.4(7) | 12.7(3) ae! 20.6(8) | 13.7(7) 
134 ) 78 12.5(4) | 13.8 22.5(5) | 6.0 
19.7(8) 14.0 10.1 12.4 21.9(7) | 10.3 
13.5 6.4 7.1 20.2(4) | 22.0(6) | 4.9 
19.3 24.0(2) | 9.9 32.2(1) | 19.8 on 
19.0 12.7 9.0 17.5(7) | 11.1 18.3(6) 
16.2 6.3 7.4 13.3 9.8 12.9(8) 
- 11.7 ea ee 23.3(4) on 
140 | 27 7.7 11.3 19.3 71 
14.7 12.6 6.9 13.4 19.8 21.1(4) 
19.7(8)} 9.0 8.3 8.4 10.4 4.1 
7.3 9.0 10.4(10) | 10.4 12.2 4.1 
14.4 20.2(4) | 3.9 — — 12.1(10) | 
— 7.4 6.3 17.1(9) | 6.4 9.3 
2.5 = 11.9(8) | 6.9 17.5 1.8 
12.6 11.6 3.0 _ 16.0 — 
Programs in fewer than six markets are not included. 








"Dig that CRAZY sun!” 


“That’s not the sun, son . 


.. that’s the CBS EYE!” 


“Do you mean that the CBS programming on KATY is so bright that 


it blots out the sun in Arkansas?” 


“The moon too, son. . 


. both day and night that EYE is seen by 836,000 money 


spending Arkansans in the Heart of Arkansas, where 103,389 TV sets are tuned 
to the CBS EYE most of the time!” 


“Sing on man! If an advertiser wants to shine brightly in Arkansas, 


he’ll contact the hep boys at Avery-Knodel today!” 


To shine in Arkansas see: 
BRUCE B. COMPTON 
National Sales Mer. 


KATV 


National Reps. 


CHANNEL 7 TELEVISION 
Studios in Pine Bluff & Little Rock HEART 
JOHN FUGATE, Mgr. ARKANSAS 


620 Beech Street, Little Rock, Arkansas 
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To shine in Arkansas see: 
AVERY-KNODEL, INC. 
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IN MONTGOMERY 


: WCOV-TV 
47to3 


FIRST TELEPULSE 
SURVEY PROVES 
WCOV-TV DOMINATES 
ALABAMA'S CAPITAL— 


47 of Top 50 Weekly Shows are on WCOV-TV 
The Top 10 Multi-Weekly Shows are on WCOV-TV 


WCOV-TV’S undisputed local leadership plus 


CBS domination of network programming 





























makes WCOV-TV your best buy in Central 





Channel 20 
PAUL H. RAYMER CO., INC. 


DuMont 


Montgomery, Alabama 
Nationally Represented by 


CBS PRIMARY 
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Telethons (Continued from page 99) 


particularly care for the telethon con- 
cept. I feel that it is not good entertain- 
ment and that it is susceptible to being 
tapped by sources which can drain out 
large percentages of the money raised 
for charitable purposes into other 
coffers.” 

wky-Tv Oklahoma City reports ex- 
perience with telethons several years 
ago and a cancellation of regular pro- 
grams to build the blood bank during 
the Korean campaign. At that time the 
station was able to raise the largest 
amount of blood ever contributed in 
one day in the state. “As far as future 
telethons to raise money for charity 
are concerned,” says P. A. (“Buddy”) 
Sugg, executive vice president and 
manager, “we are definitely against 
them. It is our conclusion it is poor as 
far as viewers are concerned.” 


Opinion at WOOD-TV Divided 


The opinion at woop-tv Grand 
Rapids is divided on telethons. The 
public service angle is regarded there 
as important. The station has conducted 
four in the past three years, three for 
the March of Dimes and one for Muscu- 
‘lar Dystrophy. The polio drives each 
ran for about four hours and netted 
about $2,000 each—about 80 per cent 
of the original pledges. The Muscular 
Dystrophy drive ran for 15 hours and 
resulted in pledges of $38,000 — 
$32,000 of which was ‘paid. 

While wiw-a Atlanta did a telethon 
for Muscular Dystrophy in 1953, rais- 
ing pledges of $70,000 and collecting 
$54,000, the Crosley Broadcasting 
Corp. management is dubious about the 
present practicability of such cam- 
paigns. 

John T. Murphy, vice president of 
television operation for Crosley, says: 
“T feel that the telethon has outlived its 
usefulness. It was a good promotional 
idea when conceived, but I feel that it 
has worn itself out. There are many 
other ways in which a greater public 
service can be performed and more 
money gained for a particular charity. 
It is extremely doubtful if our stations 
will engage in another telethon. 

wsM-TV Nashville has staged several 
successful telethons for various chari- 


(Continued on page 110) 














TELEVISION AGE 


Report by Markets, 
April, 1955 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations 
not yet on the air, channel numbers and 
target dates. 

In addition to set figures the two 
principal executives of each station are 
listed. 





Totals 
Total commercial stations: 419 
Total markets: 272 
Total estimated b&w sets: 33,247,312 
Total estimated color sets: 16,592 











City Station Vnt Uhf Coler 


ALABAMA 


WABT 306,318 ad 
Henry P. Johnston, p. & mng. d.; 
Charles F. Grisham, c. m. 
WBRC-TV 304,420 1,000 
J. Robert Kerns. v.p. & mng. 4.; 
Oliver V. Naylor, sis. m. 
WMSL-TV 26,230 
Frank Whisenant, p.; Bill Guy, m. 
& sis. m. 
witvy 
Mel Wheeler, v.p. & g.m.; 
Busby, m. 
WALA-TV 101,100 
W. O. Pape, p.; 
exec. v.p. 
WCov-TV 52,000 
Hugh M. Smith, g. m.; 
South, sls. m. 
WSFA-TV 89,110 
Hoyt Andres, v.p. & st.m.; 
C. Hughes, c.m. 


Birmingham 


Decatur 


F. E. 


Dothan 


Mobile 
H. K. Martin, 


Montgomery _ 
Morris 


John 


ARIZONA 


KVAR (see Phoenix) 
KOOL-TV_ 116,370 _ 
Charles H. Garland, g. m.; Wil- 
liam J. Connelly, g. c. m. 
KPHO-TV 116,370 ° 
Richard B. Rawis, g. m.; C. A. 
Larson, c. m. 
KTVK 142,179 
Sean Dillon, st.m.; 
LaDow, ¢.m. 
KVAR 116,370 ba 
Dwight Harkins, p. & m.; E. 
W. Harvey, v.p. & c.m. 


KOPO-TV 36,013 

E. 8S. Mittendorf, 
Plunkett, sls. m. 

KVOA-TV 36,013 

R. B. Williams, g. m.; 
Harvey, c. m. 

KIVA-TV 26,132 

Ray C. Smucker, g.m., 
Carrick, sls. m. 


ARKANSAS 
KFSA-TV 27,500 _ 
Weldon Stamps, g. m.; Roland 

Hundley, sis. m. 


Mesa 
Phoenix 


200 
Burton B. 


Tucson 


g- m.; Paul 


Bill 


Patrick 


Yuma 


Fort Smith 





Set Count: 








City Station Vnt Unt 7 _Color 
Little Rock KARK-TV 97,581 a 
T. K. Barton, v.p. & g. m.; Lee 
Bryant, c. m. 
KATV (see Pine Bluff) 
Pine Bluff KATV 103,389 — 
John H. Fugate, g. m.; Bruce B. 
Compton, nat. sis. m. 
Texarkana KCMC-TV (see Texarkana, Tex.- 
Ark.) 
CALIFORNIA 
Bakersfield KBAK-TV 87,000 _- 
A. H. Constant, m.; Frank Beaz- 
ley, sis. m. 
KERO-TV 146,398 _ 
Gene DeYoung, p. & g. m.; John 
Barrett, tv. sls. m. 
Chico KHSL-TV 60,801 _ 
M. F. Woodling, st. m.; J. A. 
Pero, sis. m. 
Eureka KIEM-TV 20,100 -_ 
William B. Smullin, p.; Donald 
H. Telford, st. m. 
Fresno KJEO 156,035 20 
Joseph Drilling, v.p. & bus. m.; 
W. O. Edholm, c. m. 
KMJ-TV 142,000 200 
Perry Nelson, m.; Wilson Lefier, 
sls. m. 
Los Angeles KABC-TV 2,034,933 _- 
Selig J. Seligman, st.m.; Elton 
Rule, gen. sis. m. 
KCOP 2,034,933 _ 
Jack Heintz, v.p. & g. m.; Davi 
E. Lundy, gen. sis. m. 
KHJ-TV 2,034,933 _ 
John T. Reynolds, g. m.; Howard 
L. Wheeler, sis. m. 
KRCA 2,034,933 606 
Thomas C. McCray, g. m.; James 
Parks, sis. m. 
KNXT 2,034,933 584 
James T. Aubrey, Jr., g.m.; 
Robert D. Wood, gen. sis. m. 
KTLA 2,050,000 700 
Klaus Landsberg, v.p. & g. m.; 
Robert Mohr, sls. m 
KTTV 2,034,933 _ 
Richard A. Moore, v.p. & g. m.; 
John R. Vrba, nat. sis. m. 
Monterey KMBY-TV 492,371 
Kenyon Brown, p.; S. M. Aston, 
m. 
Sacramento KBET-TV 290,674 —_ 
J. H. Schacht, g.m.; George 
Kapel, c.m. 
KCCC TV 127,500 _ 
Ashley L. Robison, g.m.; A. J. 
Richards, asst. g.m. & g. sis.m. 
Salinas KSBW-TV 492,371 a 
John Cohan, g. m.; W. M. Oates, 
asst. m. 
San Diego KFMB-TV 290,000 65 
George Whitney, g.m.; Bill Fox, 
g. sis.m. 
KFSD-TV 285,533 30 
William E. Goetze, g.m.; Jay 
Grill, sls.m. 
San Francisco KGO-TV 1,059,055 _ 


San Luis 
Obispo 


Santa 
Barbara 


Stockton 


James H. Connolly, v. p.; Vincen 


A. Francis,lcl. sls. m. 
KPIX 1,068,555 355 
Philip G. Lasky, g. m.; Lou 
Simon, sls. m. 
KRON-TV 1,059,055 306 
Harold P. See, st. m.; Norman 
Louvau, sis. m. 
KSAN-TV 210,000 


Norwood J. Patterson, g.m.; Allen 
Storm, c. m. 

KVEC-TV 82,836 

Les Hacker, g. m.; 
ce. m. 

KEY-T 464,192 

Colin M. Selph, p.; 
ruth, rgnl. sis. m. 

KOVR 1,069,020 — 

Terry Hamilton Lee, ex. v.p. & 
g-m.; Bill Rambo, gen. sis m. 

KTVU 120,000 

R. W. Wassenberg, g.m.; Gordon 
Jacobs, ¢c. m. 


Si Darrah, 


R. Hill Car- 








City Station Vnt Unt Color 
Tulare KVVG 175,000 _ 
Sheldon Anderson gz. m.; Bob 
Hill, sis. m 
COLORADO 
Colorado KKTV 53,604 — 
Springs James D. Russell, p. & g. m.; 
Robert D. Ellis, v.p. & nat. sis.d. 
KRDO-TV 40,000 _ 
Harry W. Hoth, p., g.m. & sis. m. 
Denver KBTV 273,069 _ 
Joseph Herold, st. m.; James F. 
Brown, nat. sis. m 
KFEL-TV 273,069 _ 
Gene O’Falion, p. & g. m.; Frank 
Bishop, dir. & c. m 
KLZ-TV 273,069 _— 
Hugh B. Terry, p. & g. m.; Jack 
Tipton, g. sis. m 
KOA-TV 273,069 160 
Don Searle v.p. & gm.; William F. 
MacCrystall, tv. sis. m 
Grand KFXJ-TV 9,600 - 
Junction Rex G. Howell, p. & g. m.; E 
Anson Thomas, v.p. & st. m 
Pueblo KCSJ-TV 50,906 _ 
Douglas D. Kahle, p. & g. m.; 
John Henry, sis. m 
(Continued on page 104) 
. 
New Stations 
KTVK (3) Phoenix, Ariz. Afhlite: 
ABC. Ernest W. McFarland, pres. 


Weed Television Corp., representative. 
KBET-TV (10) Sacramento, Calif. 
Wm. P. Wright, pres. H-R Television, 
Inc., representative. Wm. P. Wright, 
10.26%; John H. Schacht, 
15.38%; Henry  Teichert, 
2.56% ; Russell Gallaway Jr., 10.26% ; 
14 others hold no more than 7.69%. 
wtvt (13) Tampa, Fla. Affiliate: 
CBS. Doyle E. Carlton, pres. Avery- 
Knodel, Inc., representative. Doyle E. 
Carlton, 15%; W. Walter Tison, v.p.- 


V-Pp., 


secy., 


gen. mgr., 20%; David E. Ward, 
secy.-treas., 10%; Michael G. Em- 
manuel, asst. secy., .2% T. J. Bell, 
10%; H. H. Baskin, 10%: B. G. 


Brumby Jr., 10%; L. Maxey, 10%: 
O. K. Reaves, 5% ; G. E. Mabry, 5%; 
E. B. Rood, 4.8%. 

wRRz (2) Baton Rouge, La. Afhli- 
ates: ABC and NBC. Douglas L. Man- 
ship, pres. George P. Hollingbery Co., 
representative. Baton Rouge Bestg. 
Co. Inc. (wyBo), 96.4%; Douglas L. 
Manship, .3%; Charles P. Manship 


Jr., secy.-treas., .3%; C. V. Porter, 
v.p., 1%. 
wcsi-Tv (4) Columbus. Miss. Bir- 


ney Imes, Jr., pres. 

KLOR (12) Portland, Ore. Affiliate: 
ABC. Henry A. White, pres. George 
P. Hollingbery Co., representative. 
Henry A. White, 15.1%; Stephen E. 
Thompson, v.p. & treas., 15.1%; Rob- 
ert L. Sabin, secy., 7.6%; William A. 
Healy, 15.1%; Huntington Malarkey 
estate, 22.6%; Julius L. Meier Jr., dir., 
22.65%; Walter J. Stiles Jr., 1.9%. 
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WTHI-TV Channel 10 


is the ONLY station 
with complete coverage 
of the Greater 


Wabash Valley 


One of the Mid-west’s 
most prosperous indus- 
trial and agricultural 
markets 


-$714,500,000 Retail 


Sales in year °53-'54 


Blanketed ONLY by 


WTHI-TV’s 316,000 


“watt signal 


118,000 


UNDUPLICATED 


WTHI-CBS 
TV HOMES! 


WITHI-TV 


CHANNEL 10 


TERRE HAUTE, IND. 


316,000 Watts 























Set Count (Continued from page 103) 





City Station Vht Unt Color 
CONNEOTICUT 
Bridgeport WICC-TV 72,340 — 
Philip Merryman, p. & g. Mm.; 
Manning Slater, sis. m. 
Hartford WGTH-TV 291,299 - 
Fred W. Wagenvoord, v.p. & 
g-m.; Gordon R. Kerr, sls. m. 
New Britain WKNB-TV 234,169 *— 


New Haven 


Waterbury 


Wilmington 


Peter B. Kenney, v.p. & g.m.; 
Erwin B. Needles sis. m. 

WNHC-TV 934,448 155 

Edward C. Obrist, m.; J. Vincent 
Callanan, sls. m. 


WATR-TV 190,320 _ 

Samuel R. Elman, st. & c. m. 
DELAWARE 

WDEL.-TV 2,051,000 3 


Thomas R. Nunan, Jr., st. m.; 
Barton K. Feroe, c. m. 


DISTRICT OF COLUMBIA 


Washington 


Daytona Beach 
Fort 
Lauderdale 


Fort Myers 


Jacksonville 


Miami 
Orlando 
Panama Oity 


Pensacola 


St. 
Petersburg 


Tampa 


West Palm 
Beach 


Albany 


Atlanta 


Augusta 


WMAL-TV 600,000 _ 
Frederick S. Houwink, g.m.; Neal 
J. Edwards, sis. m. 
WRC-TV 721,000 = 
Carleton D. Smith, v.p. & ¢ 
Joseph Goodfellow, dir. ot = 
WTOP-TV 672,200 *— 
George F. Hartford, v.p. for tv.; 
Robert A. J. Bordley, sis. m. 
WTTG 642,000 _— 
Leslie G. Arries, Jr., §. m.; 
George Griesbauer, sis. m. 


FLORIDA 
WMFJ-TV—2 July 'SS 
WITV 175,000 _ 


Arthur L. Gray, g. & nat. sls. m. 

WINK-TV 11,726 _ 

A. J. Bauer, g. m.; Ken Parke, 
ce. m. 

WJHP-TV 31,000 *— 

T. S. Gilchrist, Jr., g. m.; Wil- 
lard Fraker, sls. m. 

WMBR-TV 405,600 10 

Glenn Marshall, Jr., p.; Charles 
Stone, v.p. 

WOBS-TV—30 Spring ’55 


WGBS-TV 134,760 _ 
Noran E. Kersta mng.d. & c.m. 
witvs 307,600 65 


Lee Ruwitch, ex. v.p. & g. m.; 
John S. Allen, v.p. & gen. sls. 
m. 


WDBO-TV 380,000 — 

Harold P. Danforth, p. & g. m.; 
John Thorwald, sis. d. 

wsIDM 24,750 -— 

Mel Wheeler, g. m.; Milt de 
Reyna, nat. sls. m. 

WEAR-TV 92,500 we 

Mel Wheeler, p. & g. m./ Milt 
de Reyna, Jr., asst. g. m. 


WPFA-TV 32,500 _ 
Charles W. Lamar Jr., p. 
WSUN-TV 135,000 _ 


Charles L. Kelly, g. m.; Mrs. 
Vera New, c. m. 

WFLA-TV 175,000 —_ 

George W. Harvey, g.m.; William 
B. Faber, sls.m. 


WwTvT 152,884 *_— 
W. Walter Tison, v.p. & g.m. 
WIRK-TV 42,708 _ 


Joseph S. Field, Jr., p. &. g. m.; 
Sherlee Barish, opertns. m. 
WINO-TV 231,000 _- 
Walter L. Dennis, g.m. & sls. d. 
W. F. Housner, sis. m. 
WEAT-TV — 
J. R. Meachem, :* & g.m. 


GEORGIA 
WALB-TV 45,000 _ 
James H. Gray, p.; Tom Still- 
Wagon, g.m. 
WAGA-TV 462,000 50 
Glenn Jackson, mng. d.; Jack 
Collins, m. 
WLW-A 465,000 — 
Guy Tiller, 


Harry LeBrun, g.m.; 
c.m. 
wexi 23,819 _— 
John Fulton, mng.d. ; Frank 
Erwin, asst. m. 
WSB-TV 484,725 175 


John M. Outler, Jr., g.m.; Marc- 
us Bartlett, st. m. 

WJBE 136,300 50 

Donald M. Kelly, v.p., g.m. & 
sis. m. 

WRDW-TV 131,444 -- 

W. Ray Ringson, g.m.; J. W. 

Hicks, mng. 4d. 








Fort Wayne 


Indianapelis 





City Station Vht Unf Color 
Columbus WDAK-TV 84,690 _ 
E. F. MacLeod, st. m.; Joe 
Windsor, c¢.m. 
WRBL-TV 95,412 oS 
J. W. Woodruff, Jr., p. & g.m.; 
George Jenkins, Icl. c.m, 
Macon WMAZ-TV 94,628 *— 
Wilton E. Cobb, g.m; Frank 
(Red Cross) Crowther, c.m. 
WNEX-TV 62,032 _- 
Archie S. Grinalds, Jr., g.m.; 
Mildred M. Owens, sis. m. 
Rome WROM-TV 156,600 oo 
Ed McKay, m.; Chas. Doss, c.m. 
Savannah WTOC-TV 60,107 — 
W. T. Knight, Jr., p. & g.m.; 
Ben Williams, c.m. 
Thomasville WCTV—6 Spring ‘55 
IDAHO 
Boise KBOI-TV 43,985 — 
Westerman Whillock, g.m.; Earl 
Glade, Jr., st. & sls. m. 
KIDO-TV 41,800 — 
Walter E. Wagstaff, v.p. & g.m.; 
Barry Tucker, sls. m. 
Idaho Falis KID-TV 32,018 
Cc. N. Layne, g.m.; Claude Cain, 
sis. m. 
ILLINOIS 
Bloomingten WBLN-TV 113,342 _— 
Jerrell Henry, g.m.; John Spahr, 
¢.m. 
Champaign WCIA 307,000 seed 
A. C. Meyer, p.; Guy Main, sis. 
m. 
Chicago WBBM-TV 2,010,000 1,000 
H. Leslie Atlass, v.p. & g. m.; 
George Arkedis, sis. m. 
WBKB 2,074,000 _— 
Sterling C. Quinlan, v.p.; James 
Beach, sls. m. 
WGN-TV 2,080,000 
Frank P. Schreiber, g. m. Theo- 
dore Weber, sis. 4. 
WNBQ 2,120,000 _— 
Jules Herbuveaux, g.m.; Floyde 
Beaston, sls. m. 
Danville WDAN-TV 40,000 _— 
Max Shaffer, st. m.; John Eckert, 
sls. 
Decatur WwTVvP 160,000 _— 
. Shaun F. Murphy, st.m.; Dean 
Bafford, acting c.m. 
Harrisburg WSIL-TV 34,692 _ 
Oo. L. Turner, st.m. 
Peoria WEEK-TV 229,274 485 
Fred C. Mueller, g.m.; William 
J. Fiynn, sis. m. 
WTVH-TV 229,274 *— 
Edward G. Smith, m.; John 
Leslie, sls. m. 
Quincy KHQA-TV 150,504 _ 
Walter Rothschild, g.m.; Paul 
Millen, asst. nat. sls. m. 
WGEM-TV 145,000 °— 
Joe Bonansinga, g. m.; James E. 
Muse, ¢.m. 
Rockford WREX-TV 244,024 _ 
Joe Baisch, g.m.; Al Bilardello 
loc. sls. m. 
wWwTtvo 100,000 _ 
Harold Froelich, st.m.; Edward 
Ruppe, sis.m. 
Rock Island WHBF-TV 295,201 od 
Leslie C. Johnson, v. p. & g. m.; 
Maurice Corken, asst. g. m. & 
sis. d. 
Springfield Wwics 95,000 _ 
Milton D. Friedland, g. m.; War- 
ren King, loc. sls.m. 
INDIANA 
Anderson WCBC-TV—61 May '°55 
Bloomington WTTV 622,727 200 
Robert Lemon, g.m.; Norman 
Cissna, asst. m. & sis. d. 
Elkhart WSJV-TV 208,139 —_ 
John F. Dille, Jr., p.; John J. 
Keenan, c.m. 
Evansville WFIE-TV 94,315 — 


Ted Nelson, g.m. & natl. sis. m.; 
Jay Sondheim, loc. sls. m. 
WEHT (see Henderson, Ky.) 
WKJG-TV 132,547 *— 
Edward G. Thoms, g.m.; Carleton 
B. Evans, c.m. 
WIN-T (see Waterloo) 
WFBM-TV 665,000 125 
William F. Kiley, g. m.; Hugh L. 
Kibbey, sls.-serv. m. 
WISH-TV 665,000 125 
Robert B. McConnell, v.p.; Robert 
F. Ohleyer, sis. m. 

















City Station Vht Unf Color City Station Vht Unt Color 
Lafayette WFAM-TV 70,000 _ Shreveport KSLA 77,730 
0. E. Richardson, 0. & p.; Herb- Deane R. Fiett, st. m.; Harry 
ert Nelson, m. Kornrumph, sls. m. 
Muncie WLBCO-TV 107,250 20 
W. F. Craig, v.p. MAINE 
South Bend WSBT-TV 206,473 25 Bangor WABI-TV 103,000 _ 
Neal B. Welch, g. m.; Richard W. Leon P. Gorman, Jr., g. m.; Mil- 
Holloway, nat. sls. m. ton Chapman, loc. sis. m. 
Terre Haute WTHI-TV 154,000 o— W-TWO 79,000 a 
J. M. Higgins, g.m.; George Murray Carpenter, p. & treas.; 
Foulkes, loc. & rgni. sis. m. Rudolph Marcoux, bus. m. 
— Lewiston WLAM-TV 24,000 _ 
Wateriee wars 128,038 ‘ Elden H. Shute, Jr., D. & st. m.; 
Ben B. Baylor, Jr., v.p. & g.m.; 
Robert C. Currie, Jr., prog. m. Gerald T. Higgins, c.m. 
Poland Spring WMTW 259,933 _ 
John H. Norton, Jr., v.p. & g.m.; 
~ Sowa, a Paul Tiemer, sis.m. 
Ames WOI-TV _289,940 _ Portiand WCSH-TV 164,343 50 
—, 6a = gee William H. Rines, mng. 4.; Jack 
Cedar Rapids one Tv 110,933 aie et 
P ~ - as al WGAN-TV 136,078 —_ 
Wade S. Patterson, g. & c.m. Creighton E. Gatchell, v.p. & 
WMT-TV 266,800 100 g-m.; Richard E. Bates, sls. m. 
William B. Guarton, v.p. & g.m.; 
Lewis Van Nostrand, g. sis. m. MARYLAND 
Davenport WOC-TV 295,156 — . . 
— C. Sanders, - oa ™s eo oy Grant, 
ger, sa.50e asst. g.m. & sis. d. 
Des Meines KGTV - WBAL-TV 588,336 100 
W. C. Bridges, p.; Leo Howard, Leslie H. Peard, Jr., st. m.; F. 
anna iniaiat - W. Cardall, bus. m. 
‘0- ’ ‘4 
Paul A. Loyet, v.p. & res. m.; a cy ae oe EA neg 
Harold W. Fulton, sls. m. de. @. aire F 
Fert Dodge KQTV 22,500 — Salisbury WBOC-TV 49,315 an 
Edward Breen, p.; Max Landes, John W. Downing, p.; Charles J. 
sis. m. Truitt, v.p., g. m. & sis. m. 
Mason City KGLO-TV 135,932 _ MA ETT 
Herbert R. Ohrt, ex. v.p. & g.m.; SnAces . 
Walter Rothschild, nat. sis. m. Adams WMGT “~ = 
Sieux City KTIV 152,835 Sian (Pittsfield) — = eg m am 
Dietrich Dirks, p.; L. L. Mec- ¥ 
Curnin, sls. m. Boston WBZ-TV 1,279,776 64 
“a W. C. Swartley, g.m.; C. H. 
KVTV 152,835 25 
Robert R. Tincher, v.p.; Donald Masse, sis. m. 
D. Sullivan, adv. d. WNAC-TV 1,279,776 _— 
Norman Knight, ex. v.p. & g.m.; 
Waterloo es 162,159 150 
R. J. McElroy, g.m.; Don E. a H. Bateson, sis. serv. 
Inman, sls. 7 
Cambridge WTAO-TV 190,000 _ 
KANSAS (Beston) Theodore B. Pitman, Jr., g. m. & 
¢.m. 
Great Bend KCKT 126,258 —_ Springfield WHYN-TV 168,000 _ 
Les Ware, v.p. & g.m.; Otis Charles N. DeRose, g.m.; Patrick 
Cowan, c.m. J. Montague, c.m. 
Hutehinson KTVH 199,012 — WwWwLpe 168,000 4 
(Wichita) Howard O. Peterson, g.m.; E. W. William L. Putnam, oper. m.; 
Dallier, sis. m. James H. Ferguson, Jr., sis. m. 
Pittsburg KOAM-TV 91,552 aaa Worcester WWOR-TV 86,478 _ 
R. E. Wade, g. & sis. m. Ansel E. Gridley, v.p. & g.m.; 
Topeka WIBW-TV 426,427 il Leonard V. Corwin, c.m. 
Ben Ludy, g.m.; Hilton Hodges, 
sis.m. MICHIGAN 
Wichita KAKE-TV 212,500 r ; ae Ann Arbor WPAG-TV 24,000 — 
Martin Umansky, g.m.; Donivan Edward F. Baughn, v.p. & g.m.; 
D. Waldron, nat. sis. m. F ap “ia 
KEDD 124,311 ne Kenneth MacDonald, sis. m. 
John North, v.p. & g.m.; Bob Bay City WNEM-TV 289,793 50 
Paxson, c. sls. m. Claude F. Mendell, prom. m.; 
Harry E. Travis, g.m. 
KENTUCKY Cadillac WWTV 64,920 —_ 
Henderson WEHT 80,851 25 es ee ee 
Cecil Sansbury, g. m. & sls m.; ohn F. Cundiff, sis. m. 
Roger Garrett, asst. m. Detroit CKLW-TYV 1,496,000 _ 
Lexington WLEX-TV—18 Apr. ’55 J. E. Campeau, p. & g.m.; E. 
Leuisville WAVE-TV 434,912 29 Wilson Wardell, gen. sis. m. 
Nathan Lord, g.m.; Ralph Jack- WIBK-TV 1,553,200 300 
son, ¢c. m. Bill Michaels, mng. d.; Maurice 
WHAS-TV — McMurray, nat. sis. m 
ae os ae o. WWJ-TV 1,466,000 140 
. x " Edwin K. Wheeler, g. m.; Don 
DeGroot, asst. g. m. 
LOUISIANA 
WXYZ-TV 1,469,000 _ 
Alexandria KALB-TV = 53,500 _ James G. Riddell, p. & g.m.; John 
Willard L. Cobb, g.m.; Marvin F. Pival, v.p. chg. tv. 
Reuben, sls. m. w C 
Baton Rouge WAFB-TV om — | ee a — 
~ ;chroeder, g. m.; Ar- 
Tom E. Gibbens, v. p. & g. m.; thur M. Swift, gen. sis. m 
Ron Litteral, sls. m. 4 _ iis 
WBRZ 135,000 om Kalamazoo WKZO-TV 543,778 200 
J. Roy Dabadie, g.m. Carl E. Lee, v.p. & mng. 4.; 
Lake Charles KPLOC-TV 66,000 Donald W. DeSmit, sis. m. 
David Wilson, g. m.; P. E. Mills, Lansing WJIM-TV 420,300 250 
Jr., ¢c. m. Harold F. Gross, p.; W. R. 
KTAG-TV 40,000 om Brazzil, gen. sls. m. 
Warren Berwick, p. & m.; Wil- WTOM-TV 55,000 = 
liam F. Hession, g.m. Thomas B. Shull, st. m.; Roger 
Menroe — ene - _ S. Underhill, sis. m. 
au. > man, v.p. g-m.; 
Jack Ansell, Jr., sls. & prom. 4. Saginaw } an - 140,000 5 
New Orleans WDSU-TV 313,360 55 eee Ss Een 
Robert D. Swezey, ex. v.p. & ‘ . 
g-m.; A. Louis Read, v.p. & Traverse City WPBN-TV 36,965 — 
¢.m. Les Biederman, p. & g. m.; R. E. 
WIMR-TV 125,000 56 Detwiler, asst. g. = & sis. m. 
George A. Mayoral, v.p. & g.m. 
& sis.m. 





(Continued on page 106) | MUNCIE ? 








WLBC-TV 
MUNCIE 
INDIANA 


Celi 





31/, hours per week 


Muncie is Ist 

in the nation in 

HOURS PER WEEK 

SPENT VIEWING TV 

WLBC-TV is ist 

choice in 

MUNCIE FOR 

TV VIEWING 
They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
family spends 31% hours per 
week watching television .. . 
more hours per week than any 
other city! WLBC-TV leads in 
Muncie according to the No- 


vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 


CBS - NBC - DUMONT-ABC NETWORKS 





INDIANA 
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CAPTIVE" 
KGVO-TV 


MISSOULA, MONTANA 


*Because of its unique geographical 
location, only KGVO-TV . . . and we 
mean ONLY .... airs an acceptable 
signal into this stable area having more 
than $133,900,000.00 retail sales. Di- 
versified economy including agriculture, 
lumbering, manufacturing, University 
and government workers makes these 
9 counties an 


IDEAL AREA TO TEST YOUR 
SPOTS’ “SELL” -ABILITY 





GILL-PERNA, reps. 





Kansas City’s 
Most Powerful 
TV Station 


Advertisers find atten- 
tive, receptive listeners— 
and more of them—when 
they swing their schedules to 
KMBC-TV, Kansas City’s most 
powerful TV station. Serving the 
Heart of America from a 1,079-foot 
tower (above average terrain) with a 
316,000-watt RCA color-equipped 
transmitter, the Channel 9 signal 
goes farther, remains clearer and 
holds more audience than any other 
City television facility. For 
the facts about the haga of 
America’s best TV buy, see your 


Free & Peters Colonel. a 


Primary CBS-TV Basic Affiliate 
ond in Radio, it's KMBC of Kansas City 


KFRM or the State of Kanses 
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Set Count (Continued from page 105) 


City 


Station Vnt Unt Color 





Austin 
Duluth 
(Superior) 


Minneapolis- 
St. Paul 


Rochester 


Columbus 


Jackson 


Meridian 


Cape 
Girardeau 


Columbia 


Hannibal 
Joplin 


Kansas City 


St. Joseph 


St. Louis 


Sedalia 


Springfield 


Butte 


Great Falls 


MINNESOTA 


KMMT 54,515 
Tom Steensland, m.; 
Inman, sis. 4. 
KDAL-TV 93,300 
Odin S. Ramsland, 
Grandy, sis. m. 
WDSM-TV 101,200 
Rodney A. Quick, v. p. & g.m.; 

Martin A. Olson, c. m. 
KSTP-TV 573,300 100 
Stanley E. Hubbard, p. & g.m.; 

Marvin Rosene, gen. sis. m. 
WCCO-TV 573,300 350 
F. Van Konynenburg, ex. v.p. 

& g.m.; Robert N. Ekstrum, 

sis. m. 
WMIN-TV 580,000 - 
Larry Bentson, p.; Frank De- 

vaney, v.p. chg. sls. 
WTCN-TV 580,000 
Joseph L. Merkle, 

Cole, sis. m. 
KEYD-TV 585,000 
Lee L. Whiting, 

Raymond J. 

g. m. 
KROC-TV 95,833 — 
Williard Lampman, st. m.; War- 

ren L. Miller, gen. sls. m. 


Don E. 


v.p.; John 


g-m.; David 
m. 


v.p. & g. 
asst. 


Tenpenny, 


MISSISSIPPI 
WCBI-TV 15,000 
Bob McRaney, 

Carson, st. m. 
WITV 
Jay Scott, 
lis, c. m. 
WLBT 122,765 25 
Fred Beard, g. m.; Frank Gentry, 
c.m. 
WSLI-TV 117,000 
Owens F. Alexander, 
Carlier, sls. m. 


WTOK-TV 56,800 ms 
Robert F. Wright, p. & g.m.; 
William B. Crooks, v.p. Pe ¢.m,. 


g.m.; Joseph 
68,404 10 


g. m.; Frank B. Wil- 


m.; Bill 


MISSOURI 


KFVS TV_ 115,200 
Robert O. Hirsch, 
Ramey, sls. m. 
KOMU-TV 63,295 
Claude F. Ratliff, 
John O. Conwell, 
KHQA-TV (see Quincy, Ill.) 

KSWM-TV 384,680 

Austin A. Harrison, 
Knight, loc. sls. m. 

KCMO-TV 475,064 

E. K. Hartenbower, 
Tremble, c. m. 

KMBC-TV 475,064 103 

John T. Schilling, v.p. & g.m.; 
George J. Higgins, v.p. & sls. 
m. 


tv m.; 


J., 8 M.3 
sls. m. 


ae a 


g.m.; S. B. 


WDAF-TV 475,064 

Wm. A. Bates, m.; 
Russo, sls. m. 

KFEQ-TV 129,716 

Glenn G. Griswold, m. & c.m. 

KSD-TV 761,760 

George M. Burbach, g.m.; 
E. Yeldell, sis. m. 

KTVI 307,450 

John D. Scheuer, Jr., ex. v.p. & 
g. m.; James R. Bonfils, loc. 
sls. m. 

KWK-TV 725,000 

Robert T. Convey, 
V. E. Carmichael, 

KDRO-TV 57,000 

H. W. Brandes, 
Glenn, sis. m. 

KTTS-TV 62,370 

G. Pearson Ward, v.p. & g.m. 

KYTV 69,300 

R. L. Stufflebam, co-mer. 
ce. m.; Carl Fox, co-megr. 


76 
E. Manne 


65 
Guy 


200 
p. & g.m.; 
v.p. chg. sls. 


g.m.; Jimmy 


10 
& 


MONTANA 


KOOK-TV 20,000 
Vv. j\V. Clark, g.m.; 
Conner, c.m. 
KXLF-TV 
E. B. Craney, p.; 
g-m. 
KFBB-TV 20,500 
Le Roy Stahl, st. 
Blanchette, c.m. 
KGVO-TV 18,950 
A. J. Mosby, p.; 
¢.m. 


John H. 





Jim Manning, 


Hugh Bader, 


Jack — 





City 


Station Vhi Unt Color 





Holdrege 
(Kearney) 


Omaha 


Henderson 


Las Vegas 


Reno 


Manchester 


Mt. Washing- 
ton 


Asbury Park 


Newark 


Albuquerque 


Roswell 


Albany 
(Sohenec- 
tady-Troy) 

Binghamton 


Bloomingdale 


NEBRASKA 
KHOL-TV 63,761 
Jack Gilbert, st. m.; 

lamy, sis. m. 
KOLN-TV_ 117,208 
A. James Ebel, g.m.; 

Young, sis. m. 
KMTV 286,000 — 
Owen Saddler, v.p. & g. m.; Ard- 
den Swisher, sis. m. 

WOW-TV 297,286 _—_ 
Frank P. Fogarty, v.p. & g.m.; 
Fred Ebener, sis. m. 


Al McPhil- 


Thomas L. 


NEVADA 
KLRJ-TV 28,280 
Donald W. Reynolds, 
Gardner, g. m. 

KLAS-TV 21,244 

R. G. Jolley, p. & g.m.; 
Y. Komar, c.m. 

KZTV 1%, 465 

Harry Huey, g.m.; Richard Colon, 
sis.m. 


NEW HAMPSHIRE 
WMUR-TV 381,338 = 
Norman A. Gittleson, ex. v.p. & 

g.m.; Gordon E. Moore, sis.m 


WMTW (see Poland Spring, Me.) 


p.; Bob 


Marian 


NEW JERSEY 


WRTV 10,500 _— 

Walter Reade, Jr., p.; Harold C. 
Burke, mng. 4d. 

WATV 4,290,000 _ 

Irving R. Rosenhaus, p. & g.m.; 
William Crawford, sls. d. 


NEW MEXICO 
KGGM-TV 55,630 
A. R. Hebenstreit, p.; 
Morgan, c. m. 
KOAT-TV 50,000 
Ted L. Snider, st. m., 
gen. sis. m. 
KOB-TV 55,630 
Wayne Coy, pp. 
Nielsen, tv sls. m. 
KSWS-TV 26,883 
John A. Barnett, o. & g.m.; 
B. McEvoy, sis. d. 


George 
Mel Drake, 


& g.m.; Rolf 


Paul 


NEW YORK 
WROW-TV 152,000 
Thomas S. Murphy, g. m.; 

L. Goldman, st. m. 
WNBF TV 321,490 
George R. Dunham, g.m.; 

N. Heslop, sis. m. 


WIRI 80, 740 


Harry 


20 
Stanley 


(Lake Placid) Carl F. Stohn, g.m.; Al LaFrance, 


Buffalo 


Carthage 
(Water- 
town) 


Kingston 


New York 


Rochester 


sls.m. 


WBEN-TV 452,256 
George R. Torge, st. 
J. Mailter, sis. m. 


WBUF-TV 170,000 
Gary L. ex. V.p.; 
Brennan, sls. m. 


WGR-TV 455,043 
J. J. Bernard, g. m. 
Icl. sls. m. 
WCNY-TV 60,000 
James W. Higgins, tv. d.; 
M. Tauroney, sis. m. 
WKNY-TV 28,500 
Robert M. Peebles, v.p. & g.m.; 
Robert L. Sabin, v.p. chg. sls. 


WABC-TV 4,481,000 
Ted Oberfelder, 
Adams, sis. m. 
WABD 4,481,000 
George L. BarenBregge, 
William Crawford, 
WATV (see Newark) 
WCBS-TV 4,481,000 
Sam Cook Digges, g.m.; 
Shakespeare, sis. m. 
WOR-TV 4,481,000 
Gordon Gray, g.m.; 
Philips, sis. m. 
wer 4,481,000 
Fred M. Thrower, g.m.; 
Paterson, sis. m. 
WRCA 4,481,000 
Hamilton Shea, 
Heitin, sls. m. 
WHAM-TV 300,000 *— 
William Fay, v.p. & g.m.; John 
W. Kennedy, Jr., gen. sis. m. 
WHEC-TV 281,790 _ 
C. Glover DeLaney, v.p. & g.m.; 
LeMoine C. Wheeler, nat. sls. 
m. 


200 
m.; Nicholas 


Cohen, Bob 


246 

; O. Howard, 
Alfred 
g.m.; Trevor 
3,000 


g.m.; 
sls. m. 


3,000 
Frank 


Charles 


John A. 


3,000 


g-m.; Jay J. 





















































City Station Vht Unt Color City Station Vht Unf Color | City Station Vnt Unt Color 
WVET-TV 281,960 200 Dayton WHIO-TV 637,330 _- Johnstown WARD-TV _ 
Ervin F. Lyke, p. g.m.; Robert H. Moody, g.m.; Walter | Robert R. Nelson. g.m 
Arthur Murrellwright, gen. sis. E. Wolaver, c.m. 
m. | WJAC-TV 859,470 250 
7 Ww. Ps 
Schenectady WRGB 419,000 _ tg — v.p. & gm; Alvin D. Schrott, g.m.; John H 
(Albany- Raymond W. Welpott, m.; Robert ‘George Gray, ¢.m 7 Hepburn, sis. m 
dd heb Minayaccdredpive Elyria WEOL-TV—31 Eerly °SS | Lancaster WGAL-TV 823,448 30 
Syracuse WHEN-TV 361,220 350 | Harold E. Miller, st. m.; Leroy 
Paul Adanti, v. p. & g. m.; Lima WLOK-TV 71,285 _— | K. Strine. c.m 
William H. Bell, c. m. R. W. Mack, vp. & g.m.; Cc. B. | 
WSYR-TV 361,220 300 Heller, sis. m. | Philadelphia WCAU-TY 1,906,906 tut 
E._R._Vadeboncoeur, p. & g.m.; Steubenville WSTV-TV 1,083,900 — | : jae tae 
’ 7083, . m.; Robert M. McGredy, tv 
W. R. Alford, nat. sis. d. John J. Laux, ex. v.p. & g.m.; | 7 3 an ey. o 
Utica WKTV 159,100 190 Joseph M. Troesch, asst. g.m. | 
Micl.ael C.. Fusco, g.m. & sis.m. Toledo WSPD-TV 316,000 90 ne 2,105,636 : 1,000 
Allen L. Haid, v.p. & mng. 4.; — . Clipp, g.m.; Kenneth 
NORTH CAROLINA Bill Ashworth, nat. sis. m. - Stowman, gen. sis. m 
Asheville WISE-TV 35,000 a= Youngstown WFMJ-TV 149,000 100 | WPTZ 2,035,222 370 
Harold H. Thoms, p. & g.m.; William F. Maag, Jr., p.; Mitch R. V. Tooke, g. m.; Alexander W 
Joseph J. Master, c. m. | Stanley, st. m. & sis. m. Dannenbaum, Jr., c. m 
, | 
WLOS-TV 307,610 _ WKBN-TV 148,588 100 | lop} » 
. ” ttsburgh KDKA-TV 1,281,600 100 
Charles B. Britt, ex. v.p.; Brad- W. P. Williamson, Jr., p. & — Harold C. Lund, g.m.: Lloyd G 
ley H. Roberts, c.m. g. m.; J. L. Bowden, st. d. Chapman, sis. m : 
Charlotte wa@mMc 56,338 — Zanesville WHIZ-TV 45,000 — | ied 
Hugh Deadwylder, st. m.; Nick Allan Land, mng. 4.; Nate | rae 475,000 — 
Carter, loc. & rgni. sis. m. Milder, sis. d. | aaaty Israel, v & €-m.; 
wWBTV 008.408 or Donald P. Menard, sis. m 
Charles H. Crutchfield, ex. v.p. OKLAHOMA Reading WEEU-TV 95,000 a 
g.m.; Wallace J. Jorgenson, N 182,000 -* Thomas E. Martin, ex. v.p K 
gen. sis. m. Ada oe tacever, or & g.m.; Brown | Richard Creitz, rad. tv sis. d. 
Durham WwTvVD 216,580 — Morris, sec. treas. & st. m. | i . 
Floyd Fletcher, st.m.; Mike ‘ WHUM-TV 219,870 ~*' 
Thompson, sls. m. Enid KGEO-TV 265,421 —_— | Humboldt J. Greig, p.; Robert M 
George Streets, g.m.; Tom | Reuschle, nat. sis. m 
Greensboro WFMY-TV 301,108 50 Belcher, sis. m. | siecle WARM-TV 200.000 a 
ag wa +m. ; William | Lawton KSWO-TV 54,540 _ William Dawson, g.m.; Sam 
» Om. P. N. Goode, p.; Ross B. Baker, | Feigenbaum, sis. m 
Greenville WNCT 102,770 _ Sm. WGBL-TV 225,000 an 
A. Hartwell Campbell, g.m.; John | Muskogee KTVX 248,750 — | Robert E. McDowell, st. m.; 
G. Clark, Jr., ¢.m. L. A. Blust, Jr., v.p. & g.m.; | George D. Coleman, g.m. & nat. 
Raleigh WNAO-TV 124,440 20 Ben Holmes, nat. sls. m. sis. m. 
Charles G. Baskerville, g.m.; Earl 
2 Oklahoma KTVQ 167,381 _ a4 . ) 
Welde, c.m. City = aa Se (Continued on page 108 
Wilmington WMFD-TYV 50,003 — J. Harry Abbott, g.m. 
R. A. Dunlea, Jr., m.; Claud — 
O’Shields, sls.m. KWTV 256,102 100 
Edgar T. Bell, ex. v.p. & g.m.; | 
Winston- WSJIS-TV 264,040 110 Fred L. Vance, sis. m. | 
Salem Harold Essex, g.m.; Harry B. ~ 
Shaw, sis. m. WKY-TV 318,954 118 
. . | P. A. Sugg, ex. v.p. & st. m.; " 
WTOB-TV 86,200 — | John Haberlan, nat. sis. m. HOTEL : 
John G. Johnson, g. m. | ihe 
| Tulsa KOTV 248,651 60 ? 
| c Wrede Petersmeyer, p. & 
NORTH DAKOTA g. m.; Jim Richdale, ¢. m. New Weston : 
Bismarck KFYR-TV 26,261 ~ KVO0O TV 248,000 100 “4 
F. E. Fitzsimmonds, ex. v.p.; Cc. B. Akers, g. m.; Russ N é 
A. L. Anderson, sls. m. | Lamb, c. m. MADISON AT 50TH Es 
Fargo WDAY TV 65,200 _ : 
Tom Barnes, g.m. & sls. m OREGON English Lounge ¥ 
KXJB-TV (see Valley City) Eugene KVAL-TV 40,109 _ . 1 24 
i : S. W. McCready, g. m.; Glenn Meeting place 
Minot KCJB-TV 30,120 a Nickell, sls. m " 
John W. Boler, p. & g.m.; H. : Pcer of show business 
Burkart, c. & res. m. Medford KBES-TV 26,750 — | 
Valley City KXJB-TV 718,000 100 | 7 Pe v.p.; Edward 
John W. Boler, p.; Wm. L. a 
Hurley, v.p. chg. sls. Portland KOIN-TV 287,400 
| C. Howard Lane, mng. 4d.; John 
OHIO | Palmer, nat. sis. m. 
Akron WAKR-TV 174,066 — | KPTV 240,806 50 | 
S. Bernard Berk, p.; Roger G. | Russell K. Olsen, mng.d.; Charles | 
Berk, v.p. & g.m. } R. White, sis. m. } 
| 
Ashtabula WICA-TV 30,006 = — KLOR 246,000 ~~ 7 
John A. Colin, g.m.; Donald | S. John Schile, g.m. ‘ 
Fassett, bus. m. Two of the finest hotels in New 
ar WCPO-TV 724,140 ie PENNSYLVANIA a eae = ae a 
Glenn Clark Miller, asst. g. m.; Allentown WFMZ-TV 32,000 — | m » Dumont or . 
C. L. Doty, sis. d. Raymond F. Kohn, p. & g.m.; | —, = corated ar 
. Ury, sis. d | and su or permanen 
WKRO-TV 717,145 500 reget peaedionae or transient residence. 
U. A. Latham, g.m.; Robert T. Altoona WFBG-TV 490,528 4 Ideal headquarters 
Schlinkert, g. sls. m. Jack Snyder, mng. d.; George a 
WLW-T 525,000 92 — 
R. E. Dunville, p.; Robert Boul- Bethlehem WLEV-TV 89,307 _ 
ware, st. m. Thomas R. Nunan, Jr., st. m.; 
Cleveland WEWS 1,077,580 100 eee aa . O 
James C. Hanrahan, g. m.; John Easton WGLV 84,915 _ HOTEL 
H. Foley, adv. m. J. R. Porterfield, g.m.; Nelson 4 
WNBK 1,164,000 107 eee ae ° 
Lloyd E. Yoder, g.m.; Theodore Erie wIcu 208,500 150 Cl; S, WA 
H. Walworth, Jr., tv sis. m. Ben McLaughlin, g. m.; Karl 
WXEL 1,089,000 *_ Nelson, ¢.m. 
rane Cc. Snyder, mng.d.; R. WSEE 61,670 _ MADISON AT 52ND 
Cc. Wright, c.m. Charles E. Denny, g.m.; Don 
Columbus § WBNS-TV 437,160 - Boyce, ¢.m. Barberry Room 
Richard A. Borel, tv d.; Robert Harrisburg ©. WCMB-TV ——— _ Where the celebrities 
D. Thomas, sls. m. Ed K. Smith, g.m. 
WLW-C 350,800 es. ae — go after theatre 
James Leonard, v.p. & g.m.; K. Red 4 ry = 
James Burgess, sls. d. A. K. mond, §- om. 
WTVN-TV 385,948 -= WTPA 193,002 _- 
Joseph W. McGough, g-m.; David J. Bennett, g.m.; Allen P. 
Robert C. Wiegand, asst. g.m. Solada, sis. m. 
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a : 
Memphis 


because.. 
1. 1088-foot tower 


1335 feet above sea level, WMCT’s 
“topper” tower assures the highest 
grade signal service delivered 

from Memphis, Tennessee 


| 2. preferred “low band” 
Channel 5 


WMCT, on preferred low band 
Channel 5, serves a larger area 
with a clearer picture than any 

other Memphis television station. 


3. program preference 
2 to 1 


According to the ARB Report of 
October, 1954, between 6 P.M. 
and 10:30 P.M., of the total of 
126 quarter-hours, WMCT had 

87 top-rated periods. 





ask your regional 
distributor or district sales 
manager in Memphis .. . 


. . . what television station he rec- 
ommends to cover most effectively 
the more than 335,000 TV homes 
in the five-state area that makes 
up the Memphis market. We know 
(from experience) the answer will 
be WMCT. 


Memphis - Channel 5 
WMC—W MCF—WMCT 


MEMPHIS’ first TV station 


NOW 100,000 WATTS 


Affiliated. with NBC 
Also affiliated with ABC and DUMONT 
Owned and operated: by 
THE COMMERCIAL APPEAL 


National Representatives The Branham Co. 
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City 





Set Coun E (Continued from page 107) 


Station Vnt Unf Color 





Wilkes-Barre 


York 


Providence 


Anderson 


Charleston 


Columbia 


Rapid City 
Sioux Falls 


Chattaneoga 


Jackson 


Johnson City 


Knoxville 


Memphis 


Nashville 


Old Hickory 
(Nashville) 


Abilene 


Amarillo 


Wwtvu 50,000 _ 
Thomas W. Jones, g.m.; George 
Winterstein, prgm. d. 
WBRE-TV 235,000 100 
David M. Baltimore, v.p. & g.m.; 
Ernest Lewis, sls. m. 
WILKE-TV 250,000 
Roy E. Morgan, ex. v.p.; Thomas 
P. Shelburne, m. 
WNOW-TV 94,000 _ 
Richard E. Burg, st. m.; Robert 
M. Stough, sls. m. 
WSBA-TV 95,000 _— 
Louis J. Appell, Jr., p.; Cc. L. 
Doty, v.p., g.m. & c.m. 


RHODE ISLAND 

WIAR-TV 1,404,002 200 

Peter B. James, st. m.; Ed 
Boghosian, sls. m. 

WNET-TV 86,000 — 

Abraham Belilove, v.p.; E. James 
McEnaney Jr., g.m. & c.m. 


SOUTH CAROLINA 

WAIM-TV 127,400 

Glenn P. Warnock, g.m.; 
Darden, c. m. 

WCSC-TV 153,517 — 

Roland Weeks, m. & nat. sls. m.; 
Ralph E. Thornley, rgni. sis.m. 

WUSN-TV 138,500 

J. Drayton Hastie, p.; 
Porterfield, nat. sls. m. 

WCOS-TV 

Chas W. 
Poucher, sls. m. 

WIS-TV 153,964 

Charles A. Batson, mng. d.; 
Epps, sis. m. 


WNOK-TV 75,000 _ 
H. Moody McElveen, Jr., g. m. 


WBTW 119,470 _— 
J. William Quinn, mng. d.; John 

H. Brock, loc. sls. m. 
WFBC-TV 443,350 _- 
Bevo Whitmire, m.; R. Q. Glass, 
Jr., sls. m. 


WGVL 120,000 _ 
Ben K. McKinnon, v.p. & g.m. 


Fisher 


Phil 
716,000 _ 
Pittman, p.; Wayne 


Law 


SOUTH DAKOTA 
KOTA-TV—3 June ‘S55 


KELO-TV 113,540 - 
Joseph L. Floyd, p.; E. A. Nord, 
g-m. & sis. m. 


TENNESSEE 
WDEF-TV 127,348 
Harold E. Anderson, 

H. Segler, sis. m. 
WDKXI-TV _ ‘ial 
Aaron B. Robinson, p. 

WJHL-TV 143,692 
w. Lancaster, 


g-m.; Otis 


Jr., v.p. & 


g. m. 


WATE-TV 103,970 _- 
W. H. Linebaugh, v.p. & g. m.: 
John T. McCloud, c. m. 


WTSK-TV 101,840 30 
John A. Engelbruht, p. & g.m.; 
Guy L. Smith III, c.m. 


WHBQ-TV 343,079 _ 
John Cleghorn, g. m.; L. QO. 
Dobson, sis. d. 


wMCT 343,078 55 
H. W. Slavick, g.m.; Earl More- 
land, asst. m. tv oper. 


WSIX-TV 230,130 — 
R. D. Stanford, Jr., p. & g.m.; 
E. S. Tanner, tv. c. m. 


WSM-TV 234,750 45 
John H. DeWitt, Jr., p.; Irving 
Waugh, c.m. 


WLAC-TV 229,911 52 


T. B. Baker, Jr., ex. v.p. & g.m.: 
Ww. W. (Bill) Walker, c.m 


TEXAS 


KRBC-TV 43,620 
John Kelly, st.m.; 
nat. sis. m. 


KFDA-TV 68,238 _— 
Ed Moore, g. m.; Dan Hayslett, 
nat. sis. m. 


KGNC-TV 69,636 —_ 


Wesley S. Izzard, ex. g.m.; 
Bill Clarke, sis. m. 


Forest Lane, 





City 


Station Vht 





Austin 


Beaumont 


Big Spring 


rpus 
Christi 


Dallas 
(Ft. Worth) 


El Paso 


Fort Worth 
(DaHas) 

Galveston 

Harlingen 


Houston 


Longview 


Lubbock 


Midland 
San Angelo 


San Antonio 


Temple 


Texarkana 
(Tex.-Ark.) 
Tyler 


Weslaco 


Wichita Falls 


Salt Lake 
City 


Montpelier 


KTBC-TV 106,876 

J. C. Kellam, g.m.; O. P. 
Bobbitt, sis. m. 

KBMT 

John Rossiter, 
sis. m. 

KFDM-TV—6 May ‘55 

KBST-TV—9 July °55 

KVDO-TV 38,850 — 

L. W. ‘‘Bud’’ Smith, g.m.; V. 
Eugene Tinsley, c. m. 

KRLD-TV 456,000 150 

Roy M. Fiynn, st. m.; W. A. 
Roberts, asst. m. chg. sls. 

WFAA-TV 448,000 150 

Ralph Nimmons, st. m.; Mike 
Shapiro, ¢.m. 

KFJZ-TV—11 Spring ‘S55 


KROD-TV 65,878 
Val Lawrence, v.p. & g.m.; 
Watts, gen. sis. m. 


KTSM-TV 63,368 
Karl O. Wyler, p. & g.m.; 
T. Chapman, v.p. & sls. m. 


WBAP-TV 460,200 
George Cranston, st. m 
Bacus, c. m. 


KGUL-TV 378,000 _ 
Paul E. Taft, p. & g. m.; Robert 
B. Wilson, gen. sis. m. 


KGBT-TV 48,275 _ 

Troy McDaniel, g.m.; Ingham 8. 
Roberts, c. m. 

KGUL-TV (see Galveston) 

KPRC-TV 396,000 100 

Jack Harris, g.m.; Jack McGrew, 
nat. sis. m. 

KTRK-TV 396,000 200 

Willard E. Walbridge, g. m. Bill 
Bennett, c.m. 

KTVE 40, 
Barre Monigold, st. m. 
Bouma, sis. m. 
KLTV (see Tyler) 
KCBD-TV 75,164 
Joseph H. Bryant, 
George L. Tarter, 
KDUB-TV 67,878 
W. D. (Dub) Rogers, p.; 

Collie, nat. sis. m. 


KMID-TV 39,250 _ 
S. A. Grayson, v.p. & g. m.; 
Lambert Cain, c. m. 


KTXL-TV 38,598 
J. H. Hubbard, 
Thomesen, 


KENS-TV 245,633 17 
Albert D. Johnson, g.m.; Wayne 
Kearl, g. sis. m. 


WOAI-TV 244,350 30 
James M. Gaines, v.p. & g.m.; 
Ed V. Cheviot, tv sls. m. 


KCOR-TV—41 
KCEN-TV 109,342 


Harry Abbott, st. 
Bishop, g.m. 


KCMC-TV 112,440 _- 
Walter M. Windsor, g.m. & c.m. 
KLTV 80,294 _ 
Marshall H. Pengra, g.m. & sls.m. 


KANG-TV . 48,960 _ 
Bob Walker, st. m.; Earle Rarte 
Jr., ¢.m. 


KWTX-TV—10 
KRGV-TV 


Byron W. 
Keasler, 


Dick 
Roy 


325 
-; Roy 


; Bernie 


p. & g.m.; 
c¢.m. 


George 


g-m.; E. 0O. 
¢.m. 


May °55 


m.; Burton 


May °55 
47,673 

Ogie, tv d.; 
c.m. 
KFDX-TV 89,750 
Howard H. Fry, 
Johnson, nat. sis. m. 
KWFT-TV 389,750 _ 
Kenyon Brown, p. 


Jack 


g-m.; Mott M. 


UTAH 


KSL-TV 170,400 126 
D. Lennox Murdoch, v.p. & g.m.; 


Edward B. (Ted) Kimball, g. 
sis. m. 
KTVT 170,400 126 
G. Bennett Larson, p., g.m. & 
sis. m. 
KUTV 181,500 _— 


Frank C. Carman, p. & g. m.; 
Brent H. Kirk, sls. m. 


VERMONT 
WMVT 121,639 _ 
Stuart T. Martin, v.p. & g.m.; 
John A. Dobson, sls. m. 





























City Station Vht Unf Color City Station Vht Unf Color 
VIRGINIA KREM-TV 99,247 —_ 
Louis Wasmer, owner; Robert H. 
Hampton WVEC-TV (see Norfolk) Temple, m. 
Harrisonburg WSVA-TV 104,570 _ Tacoma KTNT-TV 422,200 175 
Frederick L. Allman, p. & g.m.; Seattle Len Higgins, m.; Larry Carino, 
Howard C. Evans, sis. m. ‘ » Kt. ezine, . 7 : 
Lynchburg WLVA-TV 201,000 _ KTVW 408,100 — 
Philip P._ Allen, v.p. & §.m.; H. G. Fearnhead, g. m.; Roger 
Joseph F. Wright, Jr., ©.m. D. Rice, st. & gen. sis. m. 
Newpert WAOH-TV (see Norfolk) Yakima KIMA-TV 47,567 -- 
News (Pasco) Thomas C. Bostic, v.p. & g.m.; 
Norfolk WACH-TV 137,500 — H. R. Cary, sis. m. 
H. A. Seville, g. m.; Tiny Hut- WEST VIRGINIA 
ton, sls. m. 
PKS | Charieston WCHS-TV 423,234 — 
WTAR-TV 352,962 50 John T. Gelder, Jr., g.m.; John 
Campbell Arnoux, p. & g. m.; L. Sinclair, Jr., sls. m. rad.-tv 
Robert M. Lambe, gen. sis. m. ta a 
> WSAZ-TV (see Huntington) 
WVEC-TV 133,000 50 ‘lark -BLK-TV—12 - * 
Thomas P. Chisman, p. & g.m.; Clarksburg WBLK-TV—12 Spring SS 
Harrol A. Brauer, Jr., v.p. & Fairmont WJPB-TV 36,105 _ 
sis. d. R. M. Drummond, v.p. & g.m.; 
Richmond WTVR 484,695 300 George E. Fowler, ¢.m. 
Wilbur M. Havens, g. m. & sls. Huntington WSAZ-TV 491,728 80 
m.; Walter A. Bowry, Jr., asst. Lawrence H. Rogers, v.p. & g.m.; 
g.m. & asst. sis. m. Cc. Tom Garten, asst. g.m. 
Roanoke WSLS-TV 325,769 50 WHTN-TV—13 Spring °SS 
James H. Moore, eX.  V.Dp.; Oak Hill WOAY-TV 262,840 _ 
Horace Fitzpatrick, asst. & c.m. (Beckley) Robert R. Thomas, Jr., 0. & m.; 
Parkersburg WTAP 35,802 _ 
WASHINGTON T. A. Eiland, g. m.; Jerry Burns, 
Bellingham KVOS-TV 158,653 sls. m. 
Rogan Jones, p.; Fred Biscthagen, Wheeling WTRE-TV 306,000 78 
sis. m. Robert W. Ferguson, ex. v.p. & 
Pasco KEPR-TV 39,500 =< g.m.; H. Needham Smith, sis.m. 
A. W. Talbot, p.; Thomas C. Bos- 
tic, v.p. & g.m.; (Satellite of sco: 
KIMA-TV, Yakima) pen —— 
Eau Claire WEAU-TV 75,000 _ 
Seattle KING-TV 422,200 175 H. S. Hyett, g.m.; Richard 
(Tacema) Otto P. Brandt, v.p. & g.m.; A. Kepler, st. m 
P. Hunter, c.m , : 
. Green Bay WBAY-TV 210,000 
KOMO-TV 422,200 175 Burkett Farquhar, st. m. Robert 
W. W. Warren, v.p. & g.m.; Ray C. Nelson, sis. m. 
ae, TS Sm. WMBV-TV (see Marinette) 
Spokane KHQ-TV 108,580 20 WFRV-TV—S May °SS 
R. O. Dunning, p. & g. m.; John . [ey S 
Pindell, c.m. La Orosse WKBT 55,000 - ~ 
KXLY-TV 104,894 . — - agg ag hue . Mor- 
Richard E. Jones, v.p. & g.m.; : ef ; 6 
Robert Struble, sis. m. Madison WKOW-TV 103,000 a 
Ben F. Hovel, g. m.; Robert 
Loomer, sis. m. 
WMTV 75,000 _ 
a Morton J. Wagner, st. m. & sls. 
m. 
Marinette WMBV-TV 175,000 
(Green Bay) Joseph D. Mackin, g.m.; William 
R. Walker, m. 
Milwaukee wxix 398,255 — 
Edmund cC. Bunker, sta. m.; 
Theodore C. Shaker, sis. m. 
WTMJ-TV 755,691 203 
Walter J. Damm, g. m. tv. & 
rad.; Neale V. Bakke, sls. m. 
wirvw == 
L. F. Thurwachter, ex. v.p.; 
Soren H. Munkhof, st. m. 
Superior KDAL-TV (see Duluth, Minn.) 
WDSM-TV (see Duluth, Minn.) 
Wausau WSAU-TV 52,400 a 
Geo. T. Frechette, v.p. & g.m.; 
Richard D. Dudley, asst. g.m. 
& c.m. 
. «for your next social Wwromine 
eds, 2 ‘ Cheyenne KFBOC-TV 49,000 —_ 
function, select a setting Wm. C. Grove, g.m.; Charles P. 
that pays tribute to your Cahill, ¢.m. 
preference for the finest. 
ALASKA 
BANQUETS MEETINGS Anchorage KENI-TV 15,000 _ 
Jack D. Ellison, g.m.; James G. 
WEDDINGS Duncan, sls. m. 
RECEPTIONS PARTIES KTVA 15,000 oo 
A. G. Hiebert, p. & g.m. 
A selection of ballrooms Fairbanks KTVF 1,000 — 
unmatched for magnifi- Walter A. Welch, st. m. 
cence to accommodate HAWAII 
groups of any size up to500. Honolulu KGMB-TV 69,000 —_ 
C. Richard Evans, v.p. & g.m.; 
Ralph H. Davison, Jr., tv sis. 
m. 
BANQUET DEPARTMENT KONA 69,000 ae 
ELDORADO 5-2500 John D. Keating, p. & g.m.; 
James A. Wethington, sis. m. 
KULA-TV 69,000 _ 
Jack A. Burnett, ex. v.p. & g.m.; 
Hugh B. LaRue, gen. sis. m. 
PUERTO RICO 
San Juan WAPA-TV 43,345 


PARK AVE. AT 59TH STREET 
N NEW YORK 








Delfin Fernandez, g.m.; Segis 
Mundo Quinones, c.m. 

WKAQ-TV 65,000 — 

Rafael Delgado Marquez, g. m.; 
Leslie Highley, sis. m. 











A Charleston i is the biggest 
market in West Virginia. 


Wweus-tv is the only tv 
station in Charleston. 


Wwe also effectively cover 
West Virginia’s second market 
—Huntington. 


W wous-TV is the only tv 
station in these parts with 
full power—316,000 watts. 


* are at least 402,584 
television homes in our cover- 
age area. 


Wes: Virginia’s 
Charleston ~ 


H untington 


CBS TELEVISION 
—, 


Channel” 


> 








National Reps: The Branham Company 
Phone collect (rep or station) 
for availabilities 
Phone 6-5358 Charleston, W. Va. 
Phone MU. 2-4606 The Branham Co., NYC 
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Telethons (Continued from page 102) 


ties, but the station management feels 
that most of these campaigns were made 
for occupational groups and geographic 
transcends 
these division lines, a telethon draws 


areas. Since television 
pledges from categories of potential 
contributors who are solicited through 
regular means. This overlap they con- 
sider undesirable. The station does not 
plan to hold any more telethons but will 
cooperate in special educational pro- 
grams to orient the public to the activi- 
ties of the organizations which stage 
drives. 

Everything, including a sword swal 
lower, was used as attention-getters 
during the two 7-hour telethons put on 
by KKTV Pueblo, Col., for the March 
of Dimes. Items including oil paintings, 
pigeons, horses and cars were auction- 
ed off. Subscriptions paid in amounted 
to around $9,000 for each. This year 
the station is not staging a telethon but 
is helping the polio drive with a liberal 
spot promotion schedule. 


An ingenious plan through which no 
program goes on the air without a cor- 
responding contribution to the March 
of Dimes was used by wNBF-Tv Bing- 
hamton for its three telethons. Sponsors 
included retail outlets, groups of em- 
ployes, social organizations and others. 
In 1952, $11,000 was pledged, $8,000 
collected. In 1953, $16,000 and $13.,- 
000; in 1954, $22,000 and $18,000. 
George R. Dunham, general manager, 
considers the programs “highly ac- 
ceptable from the public’s point of 
view.” 


KOOK.-TV Tries Novel Idea 


Novel idea tried by KooK-Tv Billings, 
Mont., let parents put their children 
“on television” for $5 donations. 

woTv Pittsburgh (now KDKA-TV) 
staged a uniaue drive for Pvt. Robert 
L. Smith, first quadruple amputee of 
the Korean War. Ed Sullivan served as 
m.c. for the variety program which ran 
6 hours. About $77,000 was pledged 
and $70,000 paid. Other telethons have 
been held by the station in cooperation 
with the Variety Club of Pittsburgh for 
the benefit of the Roselia Foundling 
Home, for Cerebral Palsy and for the 
Pittsburgh Press Old Newsboys Fund. 


In each of these the station has a fine 


record for pledges paid. 


The telethon format has been used 
rather widely for other purposes than 
charity, particularly for political can- 
didates during elections. Unlike charity 
telethons these programs, of course, 
are revenue-producing for the station. 
Typical was the campaign simulcast for 
Charles Gowen, candidate for governor 
of Georgia, who used all radio and 
television stations in Augusta for 15 
hours in a fund-raising campaign. J. 
W. Hicks, managing director if wrow- 
Tv Augusta comments, “We would con- 
sider another one if somebody wants 
to buy it.” 


Holt Used Telethon 


In 1952 Rush D. Holt, candidate for 
governor of West Virginia, used wsaz- 
TV Huntington for 2% hours in the 
heart of the Class AA time to answer 
questions “on any subject from any 
anywhere.” Candidate Holt 
and his family—and a bevy of switch- 
board operators—were the talent for 
this program. According to L. H. “Bud” 
Rogers, general manager, the “amount 
of money that was subscribed (trans- 
lated in terms of votes for the candi- 
date) was not quite enough, because he 
didn’t win the election.” 


viewer 


“In order to stage a telethon,” sums 
up Mr. Rogers, “one must deliberately 
contravene his entire licensee concept of 
operation. He is not serving the public 
convenience and if it can be construed 
that this is necessary, I would like to 
hear the reasoning behind it. The sta- 
tion has no control over whether or not 
the charity, for which tre telethon is 
being conducted, is a popular enough 
appeal to raise huge sums of money. It 
is entirely possible that, because of the 
outside agencies which conduct the 
telethon, the money-raising effort will 
be a failure. It is likewise entirely pos- 
sible that any failure could not realis- 
tically be attributed to the station. This 
does not alter the fact that the station 
will be held accountable for having been 
unable to raise the kind of money that 
the charity people who are asking for 
free time have expected it to. Such a 
failure, beyond the control of the sta- 
tion, could damage its reputation and 
earning power for years and years to 
come.” 





Newspaper (Cont'd from page 100) 


basis of programming, found “no de- 
cisional preference” between Oregon 
and ‘Columbia with respect to par- 
ticipation in community affairs, and 
favored Northwest for better integra- 
tion of ownership with management. 

It found that Oregon had no radio, 
newspaper or other media _ interests, 
that Columbia had broadcasting inter- 
ests in San Francisco and Seattle in 
addition to radio and newspaper hold- 
ings in Portland and that Northwest 
had some radio-tv interests in San 
Francisco and Hawaii. 

The Commission therefore 
cluded that the public interest would 
best be served by a grant to Oregon. 

The third decision involved the 
Sacramento contest. Unlike the previ- 
ous two cases, the Commission re- 


con- 


versed the examiner’s recommendation 
which favored McClatchy over Sacra- 
mento Telecasters on the basis of a 
“truly impressive” record in improv- 
ing the facilities of its various radio 
stations. The examiner, Thomas H. 
Donahue, saw no monopolistic situa- 
tion in the ownership of newspapers 
by McClatchy in Sacramento, Fresno 
and Modesto. “Neither monopoly nor 
the threat of monopoly is present 
here”, he found. 

But the FCC insisted that the diver- 
sification issue was compelling. Over- 
ruling the examiner, it decided: 

“The facts in this case boil down 
to a comparison of an applicant (Mc- 
Clatchy) with an excellent record of 
past performance with all the attendant 
advantages that accrue, and on the 
other hand, an applicant (Telecasters) 
without a record of past performance 
but affording assurances that its op- 
eration will be in the public interest. 


“We conclude that under these cir- 
cumstances the superiority McClatchy 
has demonstrated with respect to cer- 
tain factors does not outweigh the 
comparative advantages adhering to 
Telecasters because of its freedom 
from ties with other radio, newspaper 
and television interests in Sacramento 
as well as throughout the Central Val- 
leys. Telecasters will bring a new view 
and another directly competitive serv- 
ice to the area which will not be just a 
further extension of an 
service.” 


existing. 











In the Picture 


A vice president of the prospering McCann-Erickson who is noted for taking 
clients with him when he moves, Terence Clyne has been named chairman of his 
agency's top policy-making group, the Plans Review Board. In the three short 
months of this year, the board has already supervised adding some $20 million to 
the agency’s overall gross, now said to neighbor a neat $150 million. Besides watch- 
ing the income come in, Mr. C. will continue to direct such notable tabs as the $5- 
million Bulova Watch and the $4-million Lehn & Fink Products (Dorothy Gray 


preparations, Lysol). A one-time account executive at Free & Peters, “Terry” has a 





wide background in both tv and radio: He joined McCann-Erickson after work at 
Biow where he had been named senior vice president for the way he managed Philip 
Morris, / Love Lucy and Desilu Productions. (He’s liaisoning the show again, having 
sold it—and his agency—to Lehn & Fink.) Mr. Clyne can name Philadelphia as 
his home town; Amherst, his alma mater, and a former Powers model, his wife. 





New president of Ruthrauff & Ryan 
is Robert M. Watson (1) who started 
in San Francisco’s office in 1940, moved 
to New York three years later and has 
been a vice president since 1946. His 
executive vice president is Tod Reed 
(center) who’s been with R&R since 
he joined the Chicago office in 1938. 
Barry Ryan (r), new board chairman, 
has been with the agency 27 years, its 
president for the last nine. Founder F. 
B. Ryan, retiring board chairman, de- 


scribes the new executive team as 





young in years, young in mind. 


With “genuine regret”, NBC has accepted the 
resignation of Thomas E. Knode, director of sta- 
tion relations, who has become vice president and 
general manager of television for the Edward Petry 
Co. After several United Press years, Knode, now 
40, joined NBC as a news editor in Washington 
in 1938. With time out for war service, he rose 
steadily through the ranks to his directorship last 
year. His NBC successor is Donald J. Mercer, 
who joined the network in 1937 as a page, has 
been in promotion and sales for radio recordings, 
was named division director in 1948. He has 
worked in station relations for the past four years. 





Vitapix Corp. of America and Vitapix Guild Programs, Inc. have a Missourian 
as their new president, Kenyon Brown. Mr. Brown got his start as an announcer 
and engineer at KXBY in his native Kansas City, later mov ng over to the same city’s 
KCKN. After serving successively at KSO and KRNT Des Moines and kyo? Tulsa, in 
1942 he was elected general manager and vice president of Koma Oklahoma City. 
(Still a point of pride with him is KoMA’s Peabody Award for outstanding local pub- 
lic service.) Since 1947, Mr. Brown has lived in Wichita Falls, Texas, where he is 
president and co-owner of KWFT-tv-am. Although he also is co-owner of KBye Okla- 
homa City and k¢Lc Miami, Okla., Mr. Brown has devoted most of his time recently 
to the tv film field. It’s a direct result, he says, of the Vitapix-Guild Films agreement 
last fall to cooperate closely in their respective areas. As Vitapix president, Kenyon 
Brown heads up a membership of 57 television stations covering major markets 
throughout the country. 
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In the Picture 


Grandwood Broadcasting Co., owner 
and operator of the 30-year-old woop 
and 4-year-old woop-Tv, has formally 
opened “woopland Center,” its new 
three-story studios in Grand Rapids. 
Complete even to its own darkroom, 
the building gives working space to 
100-plus staff members, has already al- 
lowed adding six new local live ori- 
ginations to the tv schedule. President 
is Harry M. Bitmer Jr. (1) with 
Willard Schroeder (r)., manager. 





The wky Radiophone Co., licensee of WKy-tv-am Oklahoma City, has elected Hoyt 
Andres vice president and named him manager of their newly acquired stations, WSFA- 
tv-am Montgomery. An Arkansas native and a Baylor graduate, Mr. Andres got his 
broadcasting start as an announcer in 1934. Subsequently, he served as announcer, writ- 
er and producer with several Texas stations, principally woar San Antonio, and KWK 
and KMOXx St. Louis. During the war years, he was a FBI special agent assigned to Com- 
munist espionage until late 1945, when he joined WKY as program manager. His help in 
putting its sister television outlet on the air won for him, in 1951, the title of assistant 
manager, WKY-tv-am, a position he has held since. “Delightedly married,” Mr. Andres is 
the father of three, says woodworking helps “keep the ulcers at rest.” 





A good player of gin rummy in his off-hours, Harry Maizlish is holding a business 
hand that has already resulted in a notable meld. The owner of KFwB Hollywood has pur- 
chased KvoOA-ty-am Tucson for a price in excess of $500,000. His group, which includes 
Mort Sibley, sales manager of KFwB, and Frank Oxarart, merchandising manager of the 
station, has plans, Mr. Maizlish explains, to add more television and radio properties to their 
holdings with an eye toward a regional network. Mr. Maizlish, who bought KFws five years 
ago, had managed it for the previous 14 years for its former owners, Warner Bros. Prior 
to becoming station president—and one of Southern California’s outstanding broadcasters 
he served as national exploitation director for the film producers. He was born in Poland 
53 years ago, attended Boston Univ. and has been a sports editor. 





Producing site, currently, of more tv series than any other place, the Hal Roach Stu- 
dios were sold—18-acre plant, production rights, story material and personnel contracts 
—for more than $10 million last month. Buyer: Hal Roach Jr., a production leader in 
his own right who helped discredit Hollywood’s appellation, “The crazy Roaches”, when 
he and his father streamlined their holdings for tv back in 1948. Although the Roach list 
of productions reads like a rating report (Racket Squad, My Little Margie, Passport to 
Danger, etc.), the junior Mr. Roach is creating a Tv Commercial Division, is negotiating 
for stage space in Chicago and New York, plans to step up production another 300 
per cent. Only 36, he was educated at Culver Military Academy, where he won a best- 
cadet trophy, then started his motion picture career—as an apprentice. 





Manager of the department for the past several years, amiable Robert L. Coe has 
been promoted to be director of station relations, Du Mont Television Network. Mr. Coe 
is a broadcasting veteran with more than 30 years’ experience, having started back in 1922 
with KsD St. Louis. He is also a four-year Air Forces veteran, having served as Lieutenant 
Colonel in China, Burma and India during the war. On his return to civilian life—still 
with Ksp—he headed new developments, including setting up the first post-war independ- 
ent tv outlet, Ksp-Tv. He then became operating head of the station and chief engineer 
and in 1947, joined wprx New York as vice president and general manager. Bob lives 
in New York, describes himself as a “confirmed Manhattanite” and lists window-gar- 
dening as a principal hobby—hesides television. 
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Official (Continued from page 85) 


man, the local merchant, a weapon with 
which to combat national advertisers. 

e Half-hour films, without doubt, 
are the most saleable program length. 

e “We're positive about color, but 

negative about when it will happen . 
i! won't take over tomorrow.” Reasons: 
Prices of color receivers may not reach 
mass levels for another four or five 
years. Stations need more time and 
profit before they can afford to convert 
total facilities to color. 

e Foreign television is “a child in 
diapers.” Official is going to wait until 
tv abroad grows up. 

e The selling costs for the distribu- 
tor have reached their peak. The high 
cost of maintaining salesmen is lower- 
ing because transportation, food and 
hotel prices are cheaper. 


Four New Properties 


Official Films has recently acquired 
four new properties, bringing its list of 
half-hour tv programs to eleven. On 
Dec. 14, 1954, they took over This is 
Your Music, 26 half-hours of the first 
syndicated all-musical films, produced 
by Jack Denove. Official inherited a 14- 
market sponsor for the series, Pacific 
Telephone and Telegraph, and since 
then has added eight more for a mar- 
ket total of twenty-two. Another new- 
comer is Tune-O, a filmed adaptation 
of the radio version of the same name, 
produced by Elliott F. Alexander and 
created by Robert D. Buchanon and 
Richard H. Ullman. This program has 
already been sold in five markets. 

The two most recent Official proper- 
ties are The Adventures of the Scarlett 
Pimpernel, a Towers of London, Ltd. 
production, and The Adventures of 
Robin Hood, starring Richard Greene 
with Hannah Weinstein and Sapphire 
Productions, Ltd. as producers. Both 
Adventures are half-hour shows and 
each of the 39 episodes will be a com- 
plete story. 

And now Hal Hackett et al are negoti- 
ating for another three, new half-hour 
packages. 

Clearly, Official Films has long since 
learned its A-B-C’s. But instead of re- 
citing the alphabet by rote, this is one 
film distributor that promises to ex- 
pand the letters into words, and the 
words into an even more spectacular 
story of success. 





SERVICE DIRECTORY 





CAMERA SUPPLIES 


LIGHTING 





Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


(gamera CQ EQuIPMENT 


1600 AA New York City 
JUdson 6-1420 











COMMERCIAL PRODUCERS 


FREE MOVING PUPPETS 
Write or phone for details. 


GLOBAL TELEFILMS INC. 
35 West 53rd Street 
New York, N. Y. 
CIrele 5-7991 











for your LIGHTING needs, call 


Century Lighting a 


521 West 43rd Strect 
New York 36, N.Y. 
CHickering 4-7050 











MUSICAL COMMERCIALS 











CONSULTANTS 


Wilkam p Scripps Aassoc. 


Telecommunication Consultants 
1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 














FILM EQUIPMENT & PROCESSING 





* Quiet * Roll ’em 


eACTION! 


—— Equipment for the movie — 
— and Television Producer —— 


The CAMERA « MART, Inc. 
1845 B’way N.Y.23,N.Y. Circle 6-0930 


IF IT'S FILM PRODUCTION 


EQUIPMENT . S.O.S. Has It! 


TV _ Stations find everything | here Gos 

g an 
editing motion picture films! No need to 
shop around—we have it—just ask us. 


$.0.S. Cinema Supply Corp. 
Dept. TA, 602 W. 52nd St., N.Y.C.—Cable: SOSOUND 














Sales - Service - Rentals 


Motion Picture and Television Equipment 
WRITE FOR CATALOG, Dept. E 


NATIONAL CINE EQUIPMENT, Inc. 


209 W. 48th St., New York 36, N.Y. — Cirele 6-0345 








phil davis 


inatgeiae enterprises 


“distinctive musical 
commercials” 


1650 BROADWAY ® N. Y. 19, N.Y. 
COlumbus 5-8148 








Brochure on request 
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444 Madison Ave., N. Y. 22 





SERVICE DIRECTORY 
ORDER FORM 











Please insert my advertising 
message in your “Service Di- 
rectory.” 

















Frequency & Rates 

Qe SS! $25 

eh en 20 

ePID” cccecceoneessnncesteriecensese 15 
a a ann ciseimaahibnetndaeeeieenseials 
Oe ccateakgehennspuiionniieteboneditnains 
RS a cncsaissesnequenmninncontinbionigapiepuial 
_) any seetcee wo Zone ...... State ........0000 
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The ultra-glass job on Park Avenue 
that is the Lever Brothers building is 
not without its common-as-an-old-shoe 
touch. The office of chairman of the 
board, Jervis J. Baab, is as plush as 
the next corporation’s top man’s, it 
has sofas, a fireplace and glass walls 
that look down on Park Avenue. But 
Mr. Baab has no desk. Instead there’s 
a small table, about the size of a bridge 
table, with four chairs drawn around 
it. The idea is to make everyone feel 
on an equal, friendly footing. 


* * & 


Somehow it seems to us like a beast- 
ly waste of money, but the British 
Broadcasting Corp. has requested 
Florida State University to send over 
recordings of tropical fish noises such 
as “thumps, croaks, crackles, barks 
and whistles’—or nothing, in fact, 
that they can’t get free from any studio 
audience. 


* * > 


And speaking of studio audiences: 
A friend who summers in a small Cape 
Cod village with his family showed us 
a letter he’s received from a local 
teenager who's been a baby sitter at 
his house for several seasons. She 
wrote she is coming to New York 
with some other girls for April vaca- 
tion. “We have one night free,” the let- 
ter read, “and we want to see a tv 
show. We are hoping that maybe you 
can get us some tickets to see Eddie 
Fisher’s Coke Time. Please get 13 tick- 
ets and send me the bill.” 

“IT never knew there were 13 poten- 
tial sitters in the whole village,” our 
friend explained. “The entire, union 
must be coming down. And,” he pled 
piteously, “if I don’t get them all 
tickets, they'll boycott my house this 
summer.” We never saw a more re- 
lieved mortal than our friend after we 
told him the Eddie Fisher show doesn’t 
have a studio audience. 


* * x 


We checked with all parties con- 
cerned and can reliably report that no 
subsidiary, division or department of 
Music Corporation of America (MCA) 


had anything whatsoever to do with 
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the recent guest appearance on NBC's 
Home colorcast of an octopus. 
* * * 

Next month TELEVISION AGE will 
produce the research (exhaustive) re- 
sults (amazing) on its study of what 
kind of a guy would a guy be if he 
were The Composite Station Manager. 
There’s an answer in one of the re- 
turned questionnaires that’s not only 
our favorite to date but it also makes 
us realize really that tv is still an in- 
fant industry: A station manager re- 
ports that he was born February 18, 
1955. 
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Now that the baseball season is with 
us again, we are reminded how big 
league the telecasts have become in 
contrast to the early days. We can 
remember not too many years ago 
when an Englishman after watching a 
ball game on tv thought it was a sport 
played by only three men. 

* * * 

The scientific fellows tell us that 
pretty soon television set owners in 
the U. S., without meaning to, will be 
picking up tv programs from foreign 
countries. The reason is that the sun 
is beginning to act up again in its 
regular 11-year cycle that affects short- 
wave transmission. Tv signals are just 
above the shortwave band. But when 
solar activity is high, tv signals, es- 
pecially the lower vhf channels, can, 
like short waves, be picked up over im- 
mense distances. 





The thing that strikes us most about 
this non-commissioned sunspot activity 
is that it is a double-edged sword— 
signals of U. S. stations will be picked 
up in foreign countries. We shudder to 
think what this will do to the cover- 
age claims and set count totals of some 
of the more “sensitive” station statisti- 
cians! 

* * * 

And speaking of long distance re- 
ception: Wally Kinnan, who does The 
Weatherman show on wky-Tv Okla- 
homa City, recently predicted warm 
and mild conditions for the day on his 
daily telecast. A few days later, a let- 
ter arrived for Wally from Nassau in 
the Bahamas written by a Nassau man 
who explained that not only during 
the Kinnan weather show but for an 
hour or more, WKY-TV, about 1,500 
miles away, pushed the Miami station 
off his screen. And sure enough, the 
weather was balmy. 

Oh, incidentally, Wally Kinnan is 
also WKY-TV public relations director. 
* * * 

Life in the Television Age: Repub- 
lican national chairman Leonard W. 
Hall in a speech the other day stated 
that television has changed everything 
about political campaigning. “The 
GOP,” he said, “must pick able, per- 
sonable candidates next year who sell 


themselves over television.” ... In an 


held by 


thropologists studying modern mass 


experiment Canadian an- 
media, a half-hour lesson was viewed 
on television, heard on radio, seen on 
film, used in a discussion group and 
read in manuscript form by different 
groups of students. It was found that 
the students who had seen the televi- 
sion remembered most. While 
jurors are waiting to be called to serve 
in the Common Pleas Court in Tulsa 
they can sit in the new county court- 
house assembly room and watch tv. 
. . . “If a bomb falls on the Nation’s 
Capital,” says a press release from 
wTop-Tv Washington, “the ‘trusted 
and familiar voice’ of a radio and tele- 
vision weatherman will predict the 
deadly range and direction of the 
radioactive fallout. . . .” The end. 























WTV4J, in the 6 Station 
South Florida Market, 
HAS A LARGER AUDIENCE 
SIGN-ON TO SIGN-OFF, 
THAN ALL OTHER FIVE 
TV STATIONS COMBINED. 


In each 1/4 hour between 6 P.M. 
and 12 P.M. over 80% of the sets 
in use are tuned to CHANNEL 4. 


}) 





Call your Free & Peters Colonel now! Have him 
show you the latest PULSE. You'll find that 
WTVJ has the lowest cost-per-thousand figures 
of any medium in Fabulous South Florida. 
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MIAMI 


FLORIDA'S FIRST TELEVISION STATION 
Basic Affiliate 100,000 WATTS POWER — 1,000 FT. TOWER 
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